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Minister ’s  Message 


Message  from  the  Minister 


The  1994-95  Alberta  Global  Business  Plan  opens  the 
door  to  a world  full  of  opportunities  in  tourism, 
trade,  industry,  investment  and  technology 
development.  The  Plan  includes  strategies  for  21 
industry  sectors,  each  complete  with  a brief 
overview,  objectives,  target  markets,  clear  strategic 
directions,  and  a list  of  activities  of  potential  interest 
to  Alberta  businesses. 


This  Plan  is  a foundation  for  consultation.  I 
encourage  those  in  the  business  sector  or  in  industry 
associations  to  take  advantage  of  the  opportunities 
contained  in  these  pages,  and  to  work  with  us  in 
developing  future  strategies. 

Alberta  is  poised  on  the  threshold  of  significant 
growth  and  development,  and  much  of  this 
expansion  will  be  the  result  of  hard  work  in 
international  markets.  By  selling  the  "Alberta 
Advantage"  abroad,  our  province  will  become  an 
increasingly  stronger  magnet  for  foreign  investors. 

It’s  time  to  let  the  world  know  that  our  workforce  is 
young,  well  educated  and  eager;  we  boast  the  best 
tax  and  regulatory  environment  in  the  nation;  our 
province  is  home  to  vast  supplies  of  fresh  water, 
endless  forests,  and  an  abundance  of  resources  like 
oil,  gas  and  technology;  and  our  population  shares 
an  overwhelming  commitment  to  free  enterprise. 
The  Alberta  Advantage  is  also  an  integral  part  of 
ensuring  that  Albertans  and  their  products  can 
compete  successfully  in  the  global  marketplace. 

Again,  I encourage  you  to  take  full  advantage  of  the 
opportunities  and  information  contained  in  this  Plan 
- the  door  to  our  future  lies  open. 


Ken  Kowalski 
Deputy  Premier 

Minister  of  Economic  Development  & Tourism 


. 
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Introduction 


This  document  sets  out  overall  strategic  directions 
for  tourism,  trade,  investment,  industry  development 
and  technology-based  economic  development  in 
Alberta  for  the  1994/95  fiscal  year.  It  also  presents 
specific  strategic  directions  and  activity  plans  for  21 
sectors  of  importance  to  the  Alberta  economy. 

It  presents  background  information  on  Alberta’s  past 
performance  in  the  global  economy  which  is  used  as 
the  basis  for  setting  objectives  to  build  on  the 
province’s  strengths. 

This  Business  Plan  identifies  proposed  activities  for 
the  coming  year.  These  will  proceed  or  be  altered, 
based  on  your  interest  and  response.  Although  the 
Alberta  government  may  not  participate  in  all 
activities  listed,  they  are  included  for  your 
information.  Your  comments  and  input  on  the 
suggested  strategies  and  activities  are  required,  along 
with  any  suggestions  for  making  this  Business  Plan 
more  useful  to  you. 

This  document  has  been  designed  to  complement  the 
Federal  Government’s  International  Trade  Business 
Plan.  More  information  about  the  international  and 
national  situation  of  sectors  of  interest  to  you  may  be 
found  in  that  document,  available  from  federal 
offices  in  Edmonton  and  Calgary. 


How  to  Use  the  Plan 

Information  strategies  and  activities  are  presented  by 
individual  trade  sector.  For  your  area  of  interest, 
please: 

• identify  the  activity  or  activities  in  which  you 
would  like  to  participate;  and 

• contact  the  individual  identified  if  you  are 
interested  in  participating  in  that  activity  or  if  you 
require  more  information  before  making  your 
decision. 

Please  note  that  activities  that  do  not  generate 
sufficient  interest  will  not  be  undertaken,  so  don’t 
assume  all  activities  will  proceed  if  you  don’t  advise 
us  of  your  interest. 
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Alberta  in  a Global  Economy 

International  Connections 
- Key  to  Alberta's  Economy 

Alberta’s  prosperity  has  always  been  strongly  linked 
to  the  economies  of  other  provinces  and  countries. 
Through  tourism,  exports  of  goods  and  services,  and 
the  search  for  investment,  new  technology,  and  our 
cultural  ties,  Albertans  have  developed  strong 
international  connections. 

The  tourism  industry  is  very  strongly  connected  to 
the  global  economy.  One  of  the  province’s  largest 
industries,  tourism  employs  about  100,000 
Albertans.  Building  on  the  province’s  natural 
resource  base,  scenic  beauty  and  cultural  diversity, 
it  continues  to  be  one  of  the  most  important  growth 
areas  of  the  economy. 

In  1992,  tourism  generated  over  $2.95  billion  in 
revenue  in  the  province,  of  which  $644  million  or 
22%  came  from  international  visitors  (see  Figure  1). 
Of  the  more  than  1.2  million  international  visitors  to 
Alberta,  51.2%  came  from  the  United  States,  8.9% 
from  the  United  Kingdom,  14.4%  from  Japan,  5.4% 
from  Germany,  2.3%  from  Australia,  and  the 
remaining  17.7%  from  a number  of  different 
countries.  Approximately  $1.5  billion  or  52%  of 
total  tourism  revenues  were  generated  by  Albertans, 
and  the  remaining  $726  million  or  25%  by  residents 
of  other  Canadian  provinces. 


Figure  1 

International  Tourism  Expenditures  in  Alberta  By  Origin 
1992  (millions) 

United  States  $330 
51.2% 


Source:  Statistics  Canada 


Table  1 

Alberta  Goods  & Services  International  Exports  1991  & 1992  ($  Millions) 


1991 

S 

% of 

Total 

1992 

$ 

% of 

Total 

% Chg. 
1992/91 

Prim.  Agric.  & 
Related 

1,933.6 

11.2 

2,293.6 

11.8 

18.6 

Mining 

9,141.3 

51.2 

10,503.6 

54.0 

14.9 

Oil,  Gas  & 
Sulphur 

8,698.9 

48.8 

9,975.7 

51.3 

14.7 

Excl.  Oil,  Gas  & 
Sulphur 

442.4 

2.5 

527.9 

2.7 

19.4 

Manu  factu  ring 

4,761.7 

26.7 

4,705.2 

24.2 

-1.2 

Food,  Feed  & 
Bev.&  Tobacco 

522.3 

2.9 

588.0 

3.0 

12.6 

Plastics 

30.4 

0.2 

33.7 

0.2 

10.8 

Textiles 

80.4 

0.5 

97.4 

0.5 

21.2 

Clothing 

2.5 

0.0 

6.0 

0.0 

137.6 

Wood  Prod. 

221.1 

1.2 

222.4 

1.1 

0.6 

Furn.  & Fixtures 

30.5 

0.2 

39.6 

0.2 

29.5 

Paper  & Allied 

488.4 

2.7 

627.5 

3.2 

28.5 

Primary  Metals 

121.9 

0.7 

108.1 

0.6 

-11.3 

Fab.  Metal  Prod. 

64.1 

0.4 

74.5 

0.4 

16.3 

Machinery 

192.7 

1.1 

260.2 

1.3 

35.0 

Transp.  Equip. 

432.1 

2.4 

93.9 

0.5 

-78.3 

Electrical  & 

Elec.  Equipment 

256.6 

1.4 

291.3 

1.5 

13.6 

Non-Metallic 

Mineral  Prod. 

31.2 

0.2 

30.7 

0.2 

-1.8 

Ref.  Petroleum 

& Coal  Prod. 

700.7 

3.9 

564.1 

2.9 

-19.5 

Chemicals  & 
Chemical  Prod. 

1,489.7 

8.4 

1,539.1 

7.9 

3.3 

Other  Mfg. 

96.9 

0.5 

128.6 

0.7 

32.6 

Other  Exports 

239.9 

1.3 

187.0 

1.0 

-22.0 

TOTAL  GOODS 

16,076.5 

90.5 

17,689.5 

91.0 

10.0 

Tourism 

620.7 

3.5 

657.3* 

3.4 

5.9 

Other  Serv. 

1,079.0* 

6.0 

1,100.0* 

5.7 

1.9 

TOTAL  SERV. 

1,699.7 

9.5 

1,757.3 

9.0 

3.4 

TOTAL  EXP. 

17,776.2 

100.0 

19,446.8 

100.0 

9.8 

♦Estimated 

Source:  Statistics  Canada 


International  trade  is  another  important  link  to  the 
global  economy  (see  Table  1).  In  1992,  the  value  of 
exports  of  goods  and  services  to  144  countries 
reached  a record  high  of  $19.5  billion,  accounting 
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for  about  25%  of  Alberta’s  Gross  Domestic  Product 
(GDP).  For  every  $1  billion  increase  in  exports, 
approximately  15,000  new  jobs  are  created.  Over 
2,000  companies  in  Alberta  today  export  their  goods 
and  services  outside  the  province. 

Alberta’s  exports  have  long  been  dominated  by 
primary  resources.  The  mining  industry,  including 
oil  and  gas,  made  up  54%  of  merchandise  exports  in 
1992,  while  primary  agriculture  exports  accounted 
for  12%. 

Manufacturing  exports  vital  to  the  province’s  growth 
and  diversification  made  up  24.2%  of  Alberta’s  total 
goods  exports  in  1992.  Among  manufacturing 
industries,  significant  levels  of  exports  were 
registered  in  food  processing,  wood  and  paper 
products,  electrical  and  electronic  equipment,  refined 
petroleum  and  coal  products,  and  chemicals  and 
chemical  products. 

Consistently,  the  United  States  has  been  Alberta’s 
largest  foreign  market,  accounting  in  1992  for  over 
76%  of  the  value  of  international  exports  of  goods. 
As  a region,  Asia/Pacific  was  the  destination  for 
another  15%  of  goods  exports  in  the  same  year,  with 
Japan  representing  Alberta’s  second  largest  export 
market  overall  (6%  of  total). 

Exports  of  services  are  also  increasing  in  importance 
in  international  trade,  not  only  because  of  their 
growing  value,  but  also  because  they  represent  the 
new  "engine  of  growth"  for  the  economy.  Alberta’s 
services  exports,  which  accounted  for  over  $1.7 
billion  of  total  1992  exports  of  more  than  $19.4 
billion,  include  tourism,  business  services  such  as 
engineering,  consulting  and  financial  services,  and 
transportation.  Unfortunately,  services  exports  are 
difficult  to  measure  by  industry  or  country,  since 
data  for  services  other  than  tourism  are  not 
available. 

Trade  with  other  provinces  in  Canada  is  also 
important  and  is  often  the  "first  step"  in  export 
marketing  for  growing  Alberta  companies. 
Shipments  of  merchandise  to  other  provinces  in 
Canada  accounted  for  an  estimated  $11  billion  in 
1991,  or  15%  of  GDP. 


Investment  from  inside  and  outside  the  province  is 
important  for  industrial  development.  Outside 
investment  has  accounted  in  the  past  for  10  - 15%  of 
new  capital.  Investment  capital  is  essential  for 
establishing  new  industries,  expanding  existing  ones, 
and  building  essential  infrastructure. 

Private  and  public  investment  in  Alberta  consistently 
ranks  as  the  highest  in  Canada  on  a per  capita  basis 
($7,900  per  person  in  1992  compared  to  $6,000  per 
person  nationally).  Primary  industries  and 
construction  account  for  about  one-third  of  the  total; 
manufacturing  accounts  for  11%;  and  transportation, 
communications  and  other  utilities  represent  another 
18%. 

Business  immigration  has  increased,  with  Alberta 
receiving  the  fourth  highest  number  of  business 
immigrants  in  Canada  in  1992,  approximately  6% 
overall.  This  includes  425  principal  applicants  in  the 
entrepreneur,  investor  and  self-employed  categories, 
plus  their  dependents  for  a total  of  1,692. 

The  average  total  money  transferred  upon  arrival  by 
Business  Immigrants  is  $922,000  for  Entrepreneurs 
and  $2,041,000  for  Investors,  indicating  potential  for 
additional  business  and  consumer-related  spending. 
Each  immigrant  entrepreneur  invests  an  average  of 
$1 10,000  and  creates  three  to  five  jobs. 

Today,  technology  development  is  the  key  driving 
force  behind  productivity  improvements  and 
competitiveness.  Finding  and  applying  new 
technologies  to  expand  production  or  improve 
product  quality  requires  investment  in  technology, 
equipment  and  human  resources.  Investment  in 
research  and  development  is  also  vital  to  remaining 
competitive. 

With  an  average  investment  of  $250  million  per 
year,  the  Alberta  government  is  one  of  the  largest 
funders  in  Canada  of  science  and  technology 
activity.  Since  1983,  $2.3  billion  has  been  invested 
in  promoting  science  and  technology;  a number  of 
centres  of  advanced  technology  have  been 
developed;  and  over  1,000  high  technology 
companies  are  now  active  in  Alberta,  employing 
more  than  50,000  people. 
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New  Challenges  for  Global 
Competitiveness 

Alberta  companies  are  faced  with  many  challenges  in 
expanding  their  exports  and  in  attracting  investment. 
The  world  economy  is  restructuring  at  a rapid  pace, 
with  significant  shifts  in  financial  and  consumer 
markets,  transportation,  and  technology.  The  global 
marketplace  requires  companies  to  respond  to  the 
challenges  of  global  marketing,  global  sourcing  and 
greater  control  by  multinational  companies.  It  will 
also  see  increased  trade  in  value-added  goods,  with 
commodity  exports  decreasing  in  importance.  Trade 
in  services,  such  as  information,  finance,  and 
engineering,  will  increasingly  "drive"  global 
economic  growth. 

Tourism  has  become  a major  growth  industry, 
evolving  into  a sophisticated,  highly  competitive, 
global  business.  Already  employing  more  people 
than  any  other  single  industrial  sector,  tourism 
contributes  significantly  to  the  world  economy.  It  is 
also  faced  with  complex  challenges,  related  to 
awareness  and  understanding  of  a tourism  economy, 
financing  and  investment  for  the  industry,  matching 
products  and  markets,  competitive  positioning  in 
international  markets,  regional  development  and 
diversification,  infrastructure  and  transportation 
needs,  and  environmental  impacts. 

Trade  barriers  continue  to  fall  and  this  will  increase 
competition  for  Alberta  companies.  Governments 
will  no  longer  be  able  to  use  protective  tariffs  and 
industry  subsidies  to  develop  their  economies. 
Alberta  companies  will  have  to  compete  for 
investments  and  markets  in  an  increasingly 
integrated  global  economy.  Implementation  of  the 
North  American  Free  Trade  Agreement  is  providing 
new  opportunities  and  challenges  for  Alberta 
exports. 

While  "one  world"  is  emerging  through  economic 
and  technological  integration,  it  is  also  apparent  that 
political  changes  will  continue  to  affect  world 
markets.  In  the  past  few  years,  events  in  Eastern 
Europe  and  the  countries  of  the  Former  Soviet 
Union  have  changed  the  world  map  - and  affected 
Alberta  businesses.  Political  and  economic  changes 
will  likely  continue  to  cause  uncertainty  and  this  will 


create  challenges  for  both  marketing  and  investment 
decision-makers  over  the  coming  decade. 

Alberta  faces  such  pressures  with  many  strengths. 
Long  recognized  as  a "trading  province,"  Alberta 
has  a high  level  of  technological  development,  a well 
educated  work  force  and  abundant  natural  resources. 
Alberta’s  current  prosperity,  however,  depends 
heavily  on  the  development  and  export  of  primary 
oil  and  gas,  agriculture,  and  forest  products. 

The  new  global  economy,  based  on  exports  of  value- 
added  products  and  services,  continues  to  challenge 
Alberta’s  traditional  industries  and  force  Alberta 
companies  to  restructure  and  reorient  their 
production  and  marketing  processes  to  improve 
productivity.  It  also  offers  opportunities  for  new 
and  expanded  businesses.  It  is  important  for 
business,  government,  and  labour  to  work  together 
to  develop  strategies  and  programs  to  make  Alberta 
a successful  player  in  this  new  global  economy. 
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Province  of  Alberta  - A Partner  in  Business  Development 


The  Alberta  government  recognizes  that  its  main  role 
is  to  encourage  an  attractive  business  and  investment 
climate  in  the  province.  A favourable  business 
climate  conducive  to  investment,  wealth  generation 
and  job  creation  is  the  most  effective  way  to  assist 
Alberta  companies  in  their  efforts  to  expand  and 
flourish  in  the  increasingly  complex  and  competitive 
global  economy.  Such  a climate  results  from  a 
competitive  tax  and  regulatory  regime,  investment  in 
human  resources,  supportive  infrastructure,  and 
support  for  industry-led  economic  development  and 
strategic  partnerships  with  business  and 
communities. 


Tourism  Objectives 

Alberta’s  goal  for  tourism  is  to  increase  annual 
provincial  tourism  revenues  from  $2.95  billion  in 
1992  to  more  than  $4.4  billion  per  year  by  the  year 
2000. 


International  Trade  Objectives 

Alberta’s  trade  strategies  are  targeted  at  ways  in 
which  the  private  sector  and  government  can  work 
together  to  promote  exports  of  value-added  goods 
and  services  in  increasingly  competitive  markets. 

Overall,  goals  for  international  trade  include: 

• increasing  the  value  of  Alberta’s  international 
exports  from  $19  billion  to  $24  billion  by  1996; 

• increasing  the  total  number  of  exporters  from 
2,000  to  3,000  by  1996,  ensuring  that  Alberta  is 
able  to  sustain  exports  over  the  longer  term.  This 
will  involve  education  of  new  and  potential 
exporters  relative  to  export  readiness  and 
marketing  skills  and  intelligence;  and 

• doubling  the  value  of  processed  food  shipments  by 
2010. 


Investment  Objectives 

All  activities  are  focused  on  Alberta  companies  with 
the  ultimate  objective  of  creating  a larger,  more 
competitive,  and  more  diversified  economic  base  in 
the  province.  This  objective  will  be  achieved  by: 

• assisting  Alberta  companies  to  identify  sources  of 
direct  investment  which  can  provide  capital 
required  for  plant  expansion,  the  introduction  of 
new  technology,  equipment  and  processes;  and 

• facilitating  strategic  alliances  with  national  and 
international  companies  to  promote  transfer  of 
technology,  product  development , and  acquisition 
of  management  expertise. 

Technology  and  Research  Objectives 

Economic  growth  and  diversification  associated  with 
advanced  technologies  will  be  accomplished  by: 

• supporting  the  creation  and  expansion  of 
technology-intensive  industrial  clusters  in  the 
fields  of  advanced  materials,  biotechnology, 
telecommunications,  electronics,  environmental 
technologies,  information  technologies,  and 
medical  devices;  and 

• encouraging  the  application  of  advanced 
technologies  in  traditional  resource  industries  and 
manufacturing. 

Industry  Development  Objectives 

Industrial  diversification,  growth,  and 
competitiveness  of  Alberta’s  industry  sectors  is 
fostered  by  working  with  companies  from  inside  and 
outside  Alberta.  Objectives  are  to: 

• broaden  further  the  manufacturing  base  in  Alberta 
through  the  expansion  and  increased 
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competitiveness  of  existing  companies  and 
establishment  of  new  operations; 

• expand  and  develop  existing  industry  sectors 
through  the  attraction  of  new  manufacturers, 
processors,  and  related  services  to  Alberta; 

• encourage  establishment  of  new  industry  sectors; 
and 

• assist  Alberta  companies  in  developing  supplier 
capability  and  increase  buyer  awareness  of  this 
capability. 
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Sector  Strategies  and  Activity  Plans 


This  section  presents  information  about  21  individual 
trade  sectors  in  Alberta.  It  also  identifies  the 
strategic  directions  the  Alberta  government  will 
focus  on  to  support  business  initiatives  in  these 
sectors  over  the  next  year.  SECTOR  STRATEGIES 
ARE  PRESENTED  IN  ALPHABETICAL  ORDER 
AND  DO  NOT  REFLECT  ANY  ORDER  OF 
PRIORITY. 

Activity  lists  for  1994/95  for  each  sector  identify 
various  marketing  initiatives  proposed  for  the 
coming  year.  The  Alberta  government  will  not 
necessarily  participate  in  all  activities  listed. 

Businesses  are  encouraged  to  contact  those 
individuals  listed  for  further  information  about 
participating  in  these  events. 

Enquiries  about  trade  shows  or  events  not  identified 
in  any  individual  sector  activity  list  should  be 
directed  to  Tourism,  Trade  & Investment  Division 
Services  at  (403)  422-6236  or  fax  (403)  422-9127. 
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Advanced  Materials  and  Processes 


* Annual  Sales  are  estimated  at  $760  million. 

* Export  Sales  are  valued  at  $470  million. 

* Over  50  companies  are  involved  in  this  sector. 

* The  sector  employs  about  9,000  people. 


International  Overview 

Advanced  Materials  and  Processes  include  strategic 
technologies  which  can  give  products  international 
competitive  advantage  by  exhibiting  superior 
performance  characteristics  under  extreme 
mechanical,  electrical  or  environmental  conditions. 
Superior  product  performance  can  be  derived  from 
one  or  more  critical  properties  which  a material 
exhibits  for  a given  product  application.  Material 
properties  may  include  high  strength,  corrosion 
resistance  and  arc  resistance.  Low  cost  of 
manufacturing  production  may  also  be  a benefit  of 
strategic  processing  technology. 

Advanced  industrial  materials  and  advanced 
materials  processing  techniques  for  making  finished 
component  products  are  known  as  enabling 
technologies  that  underpin  and  enhance  the 
competitiveness  of  all  industry  sectors.  The  sector 
relies  heavily  on  applied  scientific  research  which  is 
supported  by  relevant  basic  research.  Unique 
technical  capability  may  be  developed  within 
companies  or  institutions  or  acquired  through 
technology  transfer  and  licensing  from  external 
sources.  Sector  companies  either  manufacture 
materials  which  exhibit  higher  performance 
properties  for  direct  sale  on  the  open  market,  or 
produce  superior  products  for  their  own  captive  use. 
In  either  case,  end  users  will  purchase  products 
because  of  superior  performance  or  lower  purchase 
price. 

Advanced  materials  and  processes  include  extreme 
service  polymers,  high  strength  fibres,  corrosion 
resistant  materials  and  products,  advanced  polymer 
ceramic  and  metal  composites,  membranes,  technical 


ceramics,  new  electronic  materials  and  specialty 
metals.  Large  volume  materials  which  exhibit  one 
or  more  superior  critical  performance  properties  for 
a given  application  are  included  in  the  sector,  as 
well  as  small  volume  high-added-value  products. 

The  world  market  for  advanced  materials  and 
processes  used  in  the  manufacture  of  products  is 
expected  to  exceed  $100  billion  by  the  year  2000. 
The  United  States  and  Japan  are  the  world  leaders, 
with  strong  participation  from  Europe.  In  the  case 
of  the  U.S.,  military  and  aerospace  industries  have 
provided  the  impetus  for  development,  while  in 
Japan  advancement  has  occurred  primarily  due  to 
companies  seeking  competitive  supremacy  in 
consumer  markets  throughout  the  world.  Western 
European  countries  have  various  strengths,  but  their 
impact  has  been  marginal  due  to  lack  of  worldwide 
reach,  structural  problems  in  industry  as  a whole, 
and  the  impact  of  the  current  world  recession. 

World  competitive  product  performance  is  derived 
by  providing  consistent  high-quality  materials,  with 
one  or  more  outstanding  properties  exhibited  by 
specific  grades  of  materials  for  a given  application. 
These  are  often  large  volume  commodity  materials 
produced  by  large  companies.  Products  from  other 
advanced  materials  and  processes  are  sold  into  niche 
markets  (small  volume  demand)  of  high  unit  value. 
Small  niche  markets  are  more  attractive  to  small 
companies  than  to  large  ones.  Large  and  small 
companies  often  acquire  technology  through  transfer 
from  universities  and  government  laboratories.  Over 
time,  niche  markets  grow  until  a few  become  of 
commodity  product  size.  Large  companies  become 
interested  when  the  market  for  a product  has  large 
dollar  value  potential. 

The  product  outputs  from  the  materials  and 
processes  of  this  sector  are  often  inputs  to 
downstream  industries.  As  such,  they  are 

susceptible  to  the  health  of  economies  as  a whole. 
Also,  sector  companies  need  to  fund  a sustained 
R&D  effort  in  order  to  maintain  a competitive  edge. 
This  reality  has  tended  to  link  firms  in  these  types  of 
activities  to  larger  corporate  groups,  in  whole,  in 
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part  or  through  strategic  alliances.  Firms  developing 
new  products  through  R&D  must  sustain  long  lead 
time  frames  relative  to  payback.  This  is  because  the 
product  and  the  market  must  be  developed.  The 
ability  to  manage  risk  in  this  sector  is  a key  factor  to 
success. 

Some  companies  in  the  United  States  are  world 
leaders  in  producing  low  volume,  high  performance 
materials  as  a result  of  to  their  access  to  U.S. 
government  military  contracts.  Firms  possessing 
technologies  for  U.S.  military  purposes  are  looking 
for  commercial  applications  and  have  increased  the 
competitive  pressure  on  other  firms  in  the  advanced 
materials  sector. 

Japan  has  well  established  worldwide  commercial 
operations  and  distribution  systems  which  assist 
Japanese  to  exploit  advances  quickly. 

Western  European  firms  are  also  well  established 
and  represented  worldwide.  They  are  competitive 
contenders  in  terms  of  commercial  markets  for 
advanced  materials  and  processes  products,  but  are 
dealing  with  changing  structures  of  these  operations. 

Alberta  Position 

The  advanced  industrial  materials  and  processes 
sector  in  Alberta  comprises  a number  of  large 
corporations  which  manufacture  larger  volume 
leading  edge  products  and  about  50  medium  to  small 
companies  which  have  developed  specialized 
products  for  niche  markets.  Annual  and  export  sales 
are  about  $760  and  $470  million  respectively.  The 
sector  employs  approximately  9,000  people. 
Companies  that  produce  advanced  polymers, 
ceramics,  specialty  metals  and  composites  are 
included.  Also,  the  sector  contains  companies  which 
use  advanced  processing  techniques  to  manufacture 
leading  edge  finished  component  products  from 
traditional  and  new  materials. 

Ten  years  ago  there  was  rapid  expansion  of 
Alberta’s  synthetic  polymer  industry.  This  was  due 
to  favourable  feed  stock  supplies,  stable  government 
and  access  to  global  markets,  particularly  in  North 
America  and  the  Pacific  Rim.  Alberta  is  becoming 
the  centre  of  Canadian  industrial  polymer 


manufacturing.  Due  to  Novacor’s  buyout  of 
Polysar’s  and  Dupont’s  polymeric  materials 
production,  Alberta  is  rapidly  becoming  the  centre  of 
industrial  research  in  Canada  for  these  materials. 
The  province’s  industrial  polymer  manufacturing 
industries  upgrade  vast  amounts  of  natural  gas,  the 
basic  feed  stock.  World  scale  advanced  and  highly 
sophisticated  processing  and  product  technologies  are 
used  in  the  production  of  primary  and  secondary 
materials,  such  as  ethane,  benzene  and  styrene;  the 
basic  building  blocks  for  polymeric  materials 
synthesis. 

In  Alberta,  basic  and  applied  advanced  materials  and 
processes  research  is  carried  out  at  the  University  of 
Alberta  and  University  of  Calgary.  The  Alberta 
Research  Council  (ARC)  completes  specific  applied 
research  assignments  through  contract  research 
arrangements  and  its  own  Joint  Research  Venture 
(JRV)  program.  Other  applied  research  work  for 
clients  is  carried  out  at  Alberta  Microelectronic 
Centre  (AMC),  The  Laser  Institute  (TLI)  and  Centre 
for  Frontier  Engineering  Research  (C-FER).  Also, 
the  federal  and  provincial  governments  are 
supporting  Sherritt  Inc.  and  its  allies  with  a $140 
million  applied  research  program  in  this  strategic 
technology  area.  In  all  cases,  companies  and 
research  institutions  maintain  strict  secrecy  with 
respect  to  intellectual  property.  Patent  secrets  and  in 
house  "knowhow"  are  carefully  guarded. 

In  so  far  as  all  manufacturing  is  materials  and/or 
process-based,  advanced  materials  and  process 
technologies  are  strategically  important  to  all 
industrial  sectors  of  the  Alberta  economy. 
Corporate  competitiveness  is  underpinned  and 
fostered  in  Alberta’s  traditional  industries  such  as  oil 
and  gas,  forestry,  and  petrochemicals,  and  in 
emerging  industries  like  telecommunications, 
electronics,  and  health  care  by  the  application  of 
advanced  materials  and  processes  technologies. 
Alberta’s  resource  industry,  which  would  be 
considered  mature,  manufactures  specific  global 
commodity  products.  The  potential  for  economic 
expansion  in  Alberta  lies  with  future  growth 
industries.  Industrial  polymers  and  related  products 
manufacture  is  part  of  this  group.  Emerging 
industries  offer  high  value-added  potential  but  low 
volume  output  in  the  near  term. 
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Strategic  Direction  and  Priorities 
Objectives 

• To  stimulate  industrial  development  and  economic 
growth  in  the  areas  of  polymers,  ceramics, 
specialty  metals  and  composite  materials. 

• To  increase  the  number  of  companies  that  employ 
advanced  materials  processing  techniques  to 
produce  technically  superior  and/or  lower 
manufacturing  cost  products  in  all  industry 
sectors.  This  will  create  new  wealth  and  more 
jobs  in  the  province. 

• To  increase  worldwide  market  penetration  of 
Alberta  products  in  this  field  to  a higher  degree. 

Strategic  Direction 

The  main  strategic  direction  for  the  sector  is  to  build 
on  current  strengths  and  add  value  to  current 
products.  This  involves  three  steps:  investment, 
corporate  development,  and  export  marketing. 

The  province  has  some  key  feedstock  and  the 
manufacturing  capability  to  produce  various 
materials.  It  requires  a competitive  economic 
environment  to  remain  profitable  and  invest  in  new 
technology.  For  example,  the  province  has  the 
feedstock  and  manufacturing  capability  to  produce 
polyolefin  products  such  as  polypropylene.  The 
technology  employed  in  this  area  is  not  fully  mature 
and  offers  opportunity  for  expansion.  Through 
additional  investment,  Alberta  could  be  a low  cost 
producer  of  additional  technically  superior  olefin 
products.  The  applied  research  capability  in  the 
province  needs  to  be  bolstered  in  order  to  provide 
support  for  development  in  this  area.  Access  to 
resources  has  lead  to  private  sector  investment  by 
Alberta  corporations  such  as  Nova  and  Sherritt,  as 
well  as  a number  of  branch  plants  that  operate  as 
supply  points  for  multinational  global  supply 
systems.  All  these  companies  have  export  market 
experience  and  are  making  and  selling  globally 
competitive  products.  Other  potential  feedstock 
materials  include  tailings  from  oil  sands  production. 


The  relatively  low  cost  of  natural  gas  and  electricity 
makes  Alberta  an  attractive  place  to  produce 
materials  that  require  large  amounts  of  energy  for 
production.  Industrial  or  synthetic  diamond  and 
other  ceramic  materials  fall  into  this  category. 

A second  step  in  the  province’s  strategic  focus  is 
though  WESTAIM  Technologies  Inc.  As  an 
industry  leader  in  the  province,  the  company  is 
providing  focus  for  Alberta  companies.  This  wholly 
owned  subsidiary  company  of  Sherritt  Inc.  is 
carrying  out  market-driven  applied  research.  At  this 
point,  a number  of  excellent  projects  are  nearing  the 
commercialization  stage.  Also,  a number  of 
strategic  partners  have  joined  forces  with  Sherritt  to 
exploit  the  technology  in  Alberta. 

Another  strategic  direction  is  to  identify  niche 
markets  in  potential  export  regions  and  to 
encourage/assist  Alberta  companies  to  set  up  and 
service  these  markets.  This  includes  encouraging 
Alberta  firms  to  seek  out  strategic  partners.  This 
objective  will  provide  companies  with  immediate  and 
wider  access  to  markets  that  otherwise  would  take 
years  and  require  much  money  to  develop. 
Additionally,  strategic  partnering  can  potentially 
share  the  risk  in  developing  new  products.  The 
focus  for  markets  and  strategic  partners  will  be  on 
the  industrialized  economies  of  North  America,  Asia 
and  Europe. 

Specific  strategies  include: 

• Work  to  understand  the  needs  of  the  advanced 
materials  and  processes  industry  relevant  to  the 
size  of  the  companies  and  the  advantages 
provided  by  Alberta’s  economic  investment 
climate. 

• Work  closely  with  the  industry  to  more  closely 
align  public  technological  infrastructure  with  its 
needs. 

• Identify  advanced  materials  and  processes  market 
opportunities  in  Alberta  and  abroad. 

• Identify  companies  and  industry  sectors  that  could 
use  enabling  technologies  to  make  them  more 
efficient  than  anyone  else.  This  will  provide 
niche  markets  for  Alberta  products. 
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• Identify  feedstock  and  resources  which  provide 
strategic  advantages  for  the  creation  of  new 
materials  and  processing  companies. 

• Obtain  and  share  as  appropriate,  intelligence 
information  about  advanced  materials  and 
processes  which  have  been  developed  in  the  U.S., 
Japan,  Europe  and  other  world  regions. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 
Doorstep  Conference  & 
Trade  Show  (Trading 

House  Conference) 

Apr  5-6,  1994 

Edmonton,  AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 
422-6236 

National  Plastics  Show 

June  6-10,  1994 

Chicago,  IL 

ED&T 

Gary  Loblick 
427-2005 

PROSPEC  ’94 

Architectural  and 

Engineering  Products  Show 

Aug  4,  1994 

Seattle,  WA 

ED&T 

Chris  Makowski 
427-4323 

World  Trade  ’94  (Canadian 
International  Trade 
Association) 

Oct  1994 

Toronto,  ON 

ED&T 

Tren  Cole 
427-1905 

Hannover  Fair 

Mar  29  - 
Apr  5,  1995 

Hannover, 

Germany 

ED&T 

Denny  Ross-Smith 
427-2005 

Global  Business 

Opportunities  Convention 
(G-BOC) 

Oct  1995 

Osaka,  Japan 

ED&T 

Barry  Salter 
427-4809 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Aerospace  Equipment  and  Services 

* There  are  presently  60  companies  engaged  in 
niche  aerospace  markets. 

* The  industry  had  sales  of  $180  million  in  1992. 

* The  industry  currently  employs  approximately 
2,100  people. 

* A strong  base  of  world-competitive  companies  and 
dynamic,  forward-looking  management  and 
employee  teams,  positions  the  Alberta  aerospace 
industry  to  increase  its  role  in  the  global 
aerospace  market. 


International  Overview 

Aerospace  equipment  and  service  firms  design, 
manufacture  and  service  a full  range  of  products  for 
the  general  aviation  and  space  communities.  The 
products  range  from  complete  aircraft  and  spacecraft 
to  all  component  parts  of  both  these  vehicles  and 
ground-support  equipment.  Ongoing  maintenance, 
repair  and  operational  support  services  associated 
with  air,  space  and  ground  equipment  are  provided 
as  well. 

The  aircraft  manufacturing  and  service  industry  has 
a three-tier  structure. 

Tier  1 - Aircraft  manufacturers  with  a full  systems 
integration  capability. 

Tier  2 - Companies  that  produce  integrated 
systems,  including  propulsion  systems, 
landing  gear  and  major  structural 
components  sections  for  Tier  1 companies. 
Alberta  companies  are  represented  in  this 
tier. 

Tier  3 - Companies  that  manufacture  aircraft 
components  for  Tier  1 and  2 companies  or 
for  in-service  maintenance,  repair  and 
modification  companies.  Third-tier 
suppliers  market  principally  to  the 


first-tier  and  second -tier  companies. 
Alberta  companies  are  represented  in  this 
tier. 

Competitive  aerospace  sector  manufacturers  utilize 
Advanced  Manufacturing  Technologies  (AMT) 
which  involve  computer-controlled  or  micro- 
electronics-based machines  such  as  industrial  robots, 
computer-controlled  (CNC)  machine  tools  and 
computer-aided  engineering  (CAE)  software. 
Canadian  advanced  manufacturing  technologies 
companies  include  systems  integrators,  producers  of 
machine  tools,  robotics,  automated  manufacturing 
systems,  plastic  processing  machines,  and 
manufacturing  software  developers  as  they  relate  to 
the  aerospace  industry. 


Industry  Trends 

The  aerospace  industry  is  global  and  intensely 
competitive.  There  has  been  a downturn  in  aviation 
business  because  of  the  worldwide  recession  and  the 
end  of  the  cold  war.  Most  of  the  world’s  aerospace 
industry  relies  on  government  support  (investment  in 
indigenous  companies  in  support  of  defence  policies 
that  include  maintaining  R&D  in  the  country  to 
ensure  a defence  base,  securing  domestic  sources  of 
supply,  and  protecting  strategic  defence 
technologies).  Reductions  in  defence  budgets  and 
shrinking  world  defence  markets  have  resulted  in 
booming  and  fiercely  price-competitive  civil 
transport  aircraft  markets.  Aircraft  manufacturers 
are  moving  to  fewer  and  larger  suppliers.  There  has 
been  rapid  growth  and  competition  in  low-cost  newly 
industrialized  countries  e.g.  the  Far  East.  Other 
trends  include  globalization  of  aircraft  components 
production  and  ongoing  need  for  innovation  and 
technology.  However,  technological  developments 
are  becoming  more  and  more  costly,  and  product  life 
cycles  are  becoming  shorter.  Entry  of  previously 
defence-oriented  U.S.  firms  into  the  civilian  market 
sector  has  increased  competition.  The  pace  of 
development  and  the  application  and  adoption  of 
advanced  materials  in  aerospace  systems  is  expected 
to  accelerate  as  the  lean  U.S.  defence  industry  tries 
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to  re-establish  technological  and  competitive 
leadership.  Total  Quality  Management  is  a 
requirement  of  the  U.S.  Department  of  Defense  and 
its  supplier  contracts. 

Canadian  Overview 

Canada  is  a strong  player  in  the  global  aerospace 
industry.  With  sales  approaching  $9  billion,  the 
Canadian  industry  is  the  sixth  largest  in  the  world. 
Alberta  accounts  for  approximately  2%  of  the 
Canadian  aerospace  industry,  or  approximately  $180 
million  in  sales. 

The  Canadian  industry  traditionally  invests 
approximately  10%  of  revenue  from  total  sales  in 
research  and  development  which  is  less  than  the 
U.S.,  France  or  the  United  Kingdom.  Expenditures 
tend  to  be  driven  by  international  civilian  aircraft 
market  opportunities. 


Alberta  Position 

Aerospace  plays  an  important  part  in  Alberta’s 
industrial  diversification.  The  industry  consists  of 
about  60  Alberta  companies  who  target  niche 
markets. 

Despite  the  severe  downturn  in  world  aviation  and 
aerospace  as  a result  of  the  worldwide  recession  and 
ending  of  the  cold  war,  the  Alberta  industry 
continues  to  employ  over  2,100  people,  compared  to 
approximately  61,000  employees  in  the  Canadian 
aerospace  industry  as  a whole.  With  the  pending 
upswing  in  the  aviation  and  aerospace  industries, 
Alberta  is  poised  to  see  an  increase  in  aerospace 
employment. 

Sub-sectors 

/.  Repair  & Overhaul 

This  sub-sector  is  the  strongest  part  of  the 
provincial  aerospace  industry  with  a particular 
expertise  in  the  maintenance,  repair  and 
modification  of  a full  range  of  fixed  and  rotary 


wing  aircraft.  Aircraft  from  light  single  engine 
trainers  and  helicopters  through  to  commercial 
airliners  are  supported. 

Alberta’s  two  leading  companies  have 
established  worldwide  recognition  in  the 
maintenance,  repair  and  modification  of  a 
variety  of  aircraft,  including  the  Lockheed 
Hercules,  the  complete  de  Havilland  and 
Canadair  product  lines,  and  the  Boeing  707, 
720,  727,  737  aircraft.  Both  companies  are 
committed  to  using  local  suppliers  of  goods  and 
services  to  support  their  maintenance  programs. 

2.  Aircraft  Parts 

This  sub-sector  produces  a full  range  of  parts 
required  in  the  aerospace  industry.  Advanced 
composite  material  parts,  such  as  those 
produced  by  EDO  Canada,  as  well  as  formed 
and  machined  metal  parts  are  provided. 
Aircraft  seats,  plastic  parts,  wire  harness  and 
plumbing  components  are  also  manufactured  in 
Alberta  for  the  world  market. 

3.  Engines  and  Engine  Parts 

The  establishment  of  Pratt  & Whitney’s  turbo 
engine  assembly  operations  in  Lethbridge  has 
enhanced  the  Alberta  aerospace  industry  with  a 
new  capability  in  engine  assembly  and 
manufacturing. 

4.  Aerospace-Defence  Avionics 

Firms  in  this  sub-sector  provide  airborne  or 
ground-based  navigation,  safety  and 
communications  systems  and  equipment. 
Pelorus  Navigation  Systems  has  developed  a 
local  area  differential  GPS  ground  station  that 
provides  precision  approaches  to  runways, 
along  with  a successful  line  of  distance- 
measuring equipment;  Western  Avionics  has 
developed  data  acquisition  equipment;  and  the 
establishment  in  Calgary  of  the  Communications 
Division  of  Computing  Devices  Canada  Ltd. 
has  further  strengthened  the  province’s 
capability  in  communications  electronics. 
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5.  Aerospace  Aviation  Services  and  Training 

Air  and  ground  crew  training  facilities  in  the 
province  are  second  to  none  and,  indeed,  serve 
the  world  market.  A variety  of  flight  training 
schools  and  colleges,  two  institutes  of 
technology  and  four  universities  are  excellent 
resources.  Of  particular  note  is  the  aircraft 
engineering,  maintenance  and  avionics  training 
provided  at  the  Southern  and  Northern  Alberta 
Institutes  of  Technology. 

Another  component  of  the  sub-sector  is  the 
publication  of  technical  manuals.  CAE 
Aviation  Ltd.  is  the  Canadian  leader  in  this 
area. 

A full  complement  of  engineering  and 
architectural  services  are  provided  by  companies 
such  as  FSC  Groves  Hodgson  Manasc 
Architects  Ltd.,  Riddell  Group  Architects  & 
Engineering  Ltd.  and  A.D.  Williams 
Engineering  Ltd. 


Situation  Analysis 

• Alberta  has  a well  trained  workforce  (post- 
secondary and  company  training)  and 
infrastructure,  as  well  as  highly  qualified 
engineering  staff,  enabling  firms  to  meet  stringent 
quality  standards. 

• Alberta  companies  have  developed  specific  niche 
"knowhow"  (composite  materials,  powder 
coating,  communications  in  avionics-related 
technologies,  system  design  in  engineering/ 
development  capabilities,  turbo  engine  assembly, 
etc.). 

• Small  companies  are  flexible  and  respond  quickly 
to  adaptations. 

• Alberta’s  success  in  some  sectors  is  tied  to  the 
success  of  one  or  two  companies. 

• Alberta  companies  need  to  continually  access  new 
technologies  to  remain  competitive. 


• The  critical  mass  of  Alberta  businesses  is 
growing,  but  there  are  not  enough  large 
component  suppliers  who  have  adequate  financial 
resources  to  assume  more  risk.  Small  companies 
also  lack  the  necessary  capital  to  grow  and  to 
aggressively  market  their  products  and  services. 

• Alberta  repairs  small  to  medium-size  aircraft 
engines,  and  should  look  for  opportunities  to 
expand  Alberta’s  capability  in  engine  repair  and 
overhaul  to  larger  engines. 

• Alberta  companies  are  sometimes  at  a 

disadvantage  because  of  delays  in  processing 
work  orders  through  Customs. 

• Aging  aircraft  require  new  processes  to  extend 
their  life.  An  estimated  12,000  - 15,000  existing 
aircraft,  mostly  commercial,  need  to  be 
refurbished  and  replaced. 

• There  is  some  demand  for  the  ability  to  convert 
from  passenger  to  cargo  planes  rapidly. 

• Hush-kit  installations  are  required  to  meet  new 
environmental  standards. 

• The  aerospace  equipment  and  services  industry  is 
becoming  more  and  more  automated,  resulting  in 
a move  to  intelligent  manufacturing  systems  for 
trouble  shooting  and  quality  control. 

• There  is  a need  to  maintain  competitiveness  by 
utilizing  new  advanced  materials  and  processes. 

• There  is  a need  to  train  aging  pilots  for 
administrative/management  jobs  within  the 
aerospace/aviation  industry  as  well  as  to  train  the 
pilots  who  will  replace  them. 

• As  a step  toward  diversification,  some  aerospace 
technologies  are  being  applied  to  electronic 
games,  which  enjoy  an  increasing  demand. 

• There  will  be  more  movement  to  intelligent 
manufacturing  systems  for  trouble  shooting 
(where  information  is  key). 
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Strategic  Direction  and  Priorities 

Priority  Markets 

The  United  States  is  the  principal  export  market  for 
Alberta  due  to  the  industry’s  proximity  to  this  large 
market,  the  favourable  trade  arrangements  between 
Canada  and  the  United  States  for  aerospace  and 
defence  products,  and  the  ownership  linkages  that 
exist  between  major  U.S.  aerospace  firms  and 
Canadian  counterparts.  South  America  and  Australia 
are  also  important  export  markets. 


Objectives 

• Increase  the  number  of  Alberta  companies 
working  in  aerospace  and  supporting  advanced 
manufacturing  technology  sectors. 

• Increase  the  volume  of  aerospace  equipment  and 
services  being  exported. 

• Retain  and  expand  jobs;  support  indigenous 
companies. 

• Support  development  of  world-scale  capability 
and  advanced  manufacturing  technologies. 

• Encourage  teamwork  and  alliances  between 
Alberta  and  Canadian  companies. 

Strategic  Direction 

• Continue  to  encourage  and  assist  Alberta 
companies  to  set  up  alliances  with  first-level 
subcontractors. 

• Assist  Alberta  companies  to  identify  opportunities 
and  to  enhance  development  of  leads  (strategic 
partners,  investment,  technology,  distribution). 

• Identify  a mechanism  to  provide  required  R&D 
support  to  industry. 


• Ensure  government  and  industry  work  together  to 
support  manpower  training  and  infrastructure,  for 
example,  through  alliances. 

• Assist  industry  to  access  investment  financing  and 
strategic  partners. 

• Ensure  industry  and  government  work  together  to 
encourage  the  establishment  and  maintenance  of 
a favourable  tax  and  corporate  business 
environment  (a)  within  Alberta,  and  (b)  with  a 
view  to  influencing  Canada’s  domestic 
environment. 

• Assist  companies  to  obtain  a share  of  federal 
projects  and  United  States  government 
procurement. 

• Lobby  federal  government  to  (a)  continue  major 
sector  projects,  and  (b)  continue  support  of  the 
aerospace  industry. 

• Continue  to  support  centres  of  excellence  (post- 
secondary education  and  other  institutes  of 
excellence  such  as  The  Laser  Institute,  Alberta 
Research  Council,  Alberta  Microelectronic 
Centre,  Electronics  Test  Centre). 

• Encourage  participation  in  trade  shows  and 
airshows  as  a means  for  Alberta  companies  to 
access  potential  clients  and  to  develop  cross 
promotions  with  the  tourism  sector. 

• Assist  industry  to  develop  innovative  marketing 
activities,  such  as  reverse  marketplaces,  trading 
houses  and  cross  promotions  with  tourism 
through  pre-  and  post-meeting  tours  and  through 
business  travel  associations  to  bring  aerospace 
conventions  to  Alberta. 
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Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 
Doorstep  Conference  & 
Trade  Show  (Trading 

House  Conference) 

Apr  5-6, 

1994 

Edmonton, 

AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 
422-6236 

Outgoing  defence  and 
aerospace  NEBS  mission 

Apr  1994 

Minneapolis, 

MN 

ED&T 

Sam  Chow 
427-4323 

TABES  ’94 

May  1,  1994 

Huntsville, 

AL 

ED&T 

Kathleen  Blake 
427-1905 

Canadian  Aerospace 
Companies  Display 

June  1,  1994 

Dayton,  OH 

ED&T 

Kathleen  Blake 
427-1905 

SUBCON  VII 
(Subcontractors) 

June  1,  1994 

Toronto,  ON 

ED&T 

Kathleen  Blake 
427-1905 

ILA  Aerospace  ’94 

June  1994 

Germany 

ED&T 

Bob  Tunis 
427-4809 

United  States  Marine 

Corps  Show 

Aug  1,  1994 

Washington, 

DC 

ED&T 

Kathleen  Blake 
427-1905 

Alberta  Aerospace 
Association  Annual 

Meeting  and  Trade  Show 

Sept  1994 

Alberta 

ED&T 

Sam  Chow 
427-4323 

Warner-Robbins  AFB 
Mission  by  Canadian 
companies 

Oct  1,  1994 

Atlanta,  GA 

ED&T 

Kathleen  Blake 
427-1905 

Military  Conversion 
Partnering  Workshop 

Oct  1,  1994 

Atlanta,  GA 

ED&T 

Kathleen  Blake 
427-1905 

National  Business  Aircraft 
Show 

Oct  1994 

New  Orleans, 
LA 

ED&T 

Don  Chinski 
427-4809 

NATCON  ’94 

Nov  1,  1994 

Atlanta,  GA 

ED&T 

Tren  Cole 
427-1905 

Canadian  Companies  to 
ATCOM  (Aviations  & 
Troop  Command) 

Jan  1995 

Chicago,  IL 

ED&T 

Kathleen  Blake 
427-1905 

Canadian  Defense 
Technologies  Exhibit 

Feb  1995 

Washington, 

DC 

ED&T 

Kathleen  Blake 
427-1905 

ILA  Aerospace  ’95 

May  1995 

Germany 

ED&T 

Bob  Tunis 
427-4809 

Outgoing  Boeing  Mission 

TBD 

Seattle,  WA 

ED&T 

Sam  Chow 
427-4323 
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Activity/Event 

Date 

Location 

Department 

Contact 

Outgoing  Puget  Sound 
Naval  Supply  Centre 
mission 

TBD 

Seattle,  WA 

ED&T 

Sam  Chow 
427-4323 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 


18 


Alberta  Global  Business  Plan 
1994  - 1995 


Agricultural  Equipment  and  Services 


Alberta  Global  Business  Plan 


Agricultural  Equipment  and  Services 


Agricultural  Equipment  and  Services 

* Alberta’s  agricultural  equipment  industry 
encompasses  at  least  230  equipment  and  service 
companies  and  generates  at  least  2,000  person 
years  of  direct  employment.  Many  agricultural 
equipment  manufacturers  are  located  in  smaller 
rural  communities  and  are  often  the  major 
employer  in  small  towns. 

* The  western  Canadian  provinces  and  the  northern 
U.  S.  states  are  the  primary  markets  for  Alberta ’s 
agricultural  equipment  industry.  There  is  also 
considerable  potential  in  more  southerly  states 
such  as  Kansas  and  Texas  and  in  offshore  markets 
such  as  Australia,  Ukraine,  and  Mexico. 

* Alberta  has  potential  to  be  the  world-recognized 
source  for  large  scale  dryland  farm  machinery 
and  technology  in  the  next  decade. 

International  Overview 

The  Canadian  agricultural  equipment  industry 
includes  manufacturers  of  a wide  range  of  farm 
machinery  including  combines,  seeding  and  tillage 
equipment,  hay  handling  and  harvesting  equipment, 
and  grain  handling  and  storage  equipment.  Over  the 
years,  the  Canadian  industry  has  successfully 
developed  specialized  machinery  for  the  production 
of  cereal  grains  on  large  farms  under  dryland 
farming  conditions.  In  addition,  certain 
manufacturing  firms  produce  a line  of  specialized 
equipment  for  other  crops. 

According  to  the  most  recent  federal  government 
data,  total  employment  in  the  Canadian  agricultural 
equipment  industry  was  approximately  10,100  people 
and  total  factory  shipments  exceeded  $1.1  billion. 
Exports  in  1991  amounted  to  $756.5  million  and 
account  for  5%  of  world  trade  in  farm  machinery. 
The  United  States  receives  about  91%  of  Canadian 
exports,  with  shipments  consisting  primarily  of 
tractors,  tillage  and  seeding  equipment,  and 
swathers.  The  Prairie  provinces  are  the  dominant 
region  for  farm  machinery  production:  44%  of 


firms  are  located  there,  compared  with  31%  in 
Ontario,  19%  in  Quebec,  and  the  remainder  in 
British  Columbia  and  the  Atlantic  provinces. 

Industry  performance  in  Canada  is  highly  cyclical, 
with  domestic  machinery  sales  heavily  dependent 
upon  performance  in  the  agriculture  sector.  Weather 
conditions,  crop  yields,  agricultural  commodity 
prices  and  sales,  buyers’  expectations,  and  interest 
rates  on  farm  inputs  all  contribute  to  farm  income 
and  farmers’  ability  to  pay  for  new  or  replacement 
machinery.  Trade  in  machinery  is  conditioned  by 
foreign  and  domestic  government  policies  regarding 
farm  subsidies  and  by  efforts  of  certain  countries  to 
become  self-sufficient  in  particular  commodities  such 
as  wheat.  During  the  1970s,  buoyed  by  strong 
commodity  prices,  the  industry  in  Canada 
experienced  average  annual  growth  of  10%  in  real 
terms  as  farmers  replaced  their  machinery  frequently 
and  entertained  high  expectations  for  strong  market 
demand  for  their  crops. 

The  output  of  the  industry  in  real  terms  peaked  in 
1980.  Since  then,  the  agricultural  equipment 
industry  has  experienced  a significant  decline  as 
reduced  prices  for  farm  products  severely  affected 
demand  for  machinery.  Farm  bankruptcies 
increased  and  farmers  generally  began  keeping  their 
equipment  longer  because  their  financial  situation 
precluded  its  replacement.  This  reduced  demand 
resulted  in  a decrease  in  shipments  at  an  average 
annual  rate  of  nearly  7%  in  real  terms  between  1980 
and  1990.  Employment  in  the  Canadian  industry 
dropped  from  more  than  17,400  people  in  1980  to  a 
low  of  8,832  in  1986,  with  a partial  recovery  to 
about  10,100  by  1989. 

Over  the  long-term,  the  agricultural  machinery 
industry,  which  is  highly  dependent  on  farm 
incomes,  is  expected  to  experience  a stable  but 
mature  market  environment  as  food  production 
increases  to  meet  global  population  growth.  As  in 
the  past,  demand  will  continue  to  fluctuate.  While 
some  improvement  may  be  seen  beginning  in  the 
mid-1990s,  a return  to  the  high  level  of  machinery 
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demand  experienced  during  the  1970s  is  unlikely  in 
the  foreseeable  future. 

Industry  Sub-Sectors 

The  Canadian  industry  is  composed  of  full-line  and 
short-line  firms.  Full-line  firms  market  a complete 
line  of  farm  equipment  for  all  major  types  of 
farming  through  franchised  dealers  from  coast  to 
coast.  The  full-line  firms  are  vertically  integrated 
multinationals.  The  majority  of  their  component 
requirements  are  obtained  from  within  their  world 
corporate  network  and  production  is  rationalized  on 
either  a North  American  or  worldwide  basis.  There 
are  no  full-line  firms  in  Alberta,  but  there  are 
hundreds  of  full-line  dealers  that  act  as  distributors 
for  Alberta  producers. 

Short-line  firms  produce  a variety  of  agricultural 
implements  and  attachments  such  as  cultivators, 
chisel  ploughs,  seeders,  swath ers  and  sprayers. 
Many  short-line  manufacturers,  especially  those  that 
manufacture  specialized  equipment,  sell  directly  to 
farmers.  Some  firms  produce  specialized  equipment 
for  particular  crops  such  as  potatoes  and  sugar  beets. 
Short-line  manufacturers  have  a lower  degree  of 
vertical  integration  and  purchase  the  more 
sophisticated  components  (e.g.  bearings,  casting  and 
metal  stampings,  hydraulic  cylinders  and  valves) 
from  firms  specializing  in  such  production.  Short- 
line companies  are  mainly  Canadian-owned 
enterprises  and  compete  in  domestic  and  world 
markets  with  both  full-line  manufacturers  and  U.S.- 
based  short-line  firms  making  similar  products. 
Much  of  the  short-line  production  in  Canada  is 
exported,  mainly  to  the  United  States.  The  short- 
line firms  in  Alberta  have  developed  expertise  in 
servicing  the  requirements  of  the  following 
agricultural  sectors:  dryland  farming,  livestock, 
irrigation,  dairy,  equine,  beekeeping,  lawn  and 
garden  equipment,  and  emerging  sectors. 

Alberta  Position 

Alberta’s  agricultural  equipment  industry  is  very 
diverse,  encompassing  at  least  230  agricultural 
equipment  and  service  companies.  Together,  they 


generate  at  least  2,000  person-years  of  employment 
in  Alberta  directly  attributable  to  the  production  and 
servicing  of  agricultural  equipment.  Total  Alberta 
shipments  of  agricultural  equipment  were  estimated 
at  between  $300  million  and  $450  million  in  1992. 
Approximately  50-60%  of  these  shipments  are 
exported  out-of-province. 

Not  all  Alberta  companies  included  in  this  industry 
are  involved  exclusively  in  the  production  or 
servicing  of  agricultural  equipment;  several 
companies  produce  component  parts  used  for  a 
variety  of  manufactured  products,  including 
agricultural  equipment,  or  they  manufacture 
agricultural  equipment  as  only  one  of  several  lines  of 
manufactured  products.  In  general,  Alberta’s 
agricultural  equipment  sector  has  a low  profile  and 
is  not  well  recognized  as  a major  industry  sector  in 
the  province.  However,  the  industry  is  more 
important  than  its  low  profile  might  suggest  since 
many  agricultural  equipment  manufacturers  are 
located  in  smaller  rural  communities  and  are  often 
the  major  employer  in  small  towns.  In  addition,  the 
salaries  and  wages  paid  to  employees  of  agricultural 
equipment  manufacturers  tend  to  be  higher  than  for 
other  businesses,  particularly  in  rural  Alberta. 

The  market  for  agricultural  machinery  worldwide 
has  been  depressed  for  an  extended  period  of  time, 
with  the  exception  of  demand  for  zero-till 
equipment,  which  has  grown  due  to  regulations  in 
the  United  States  requiring  the  use  of  zero-till 
technology.  Alberta’s  short-line  firms  have 
generally  avoided  the  full  extent  of  the  worldwide 
downturn  by  focusing  on  the  production  of  less 
sophisticated  equipment  and  adapting  more  quickly 
than  full-line  firms  to  changing  market  conditions 
during  periods  of  low  market  demand.  Further- 
more, Alberta’s  firms  are  expected  to  benefit  from 
the  widespread  emergence  of  the  North  American 
hobby  farm.  Hobby  farmers  are  less  price-sensitive 
than  full-time  farmers  and  are  expected  to  increase 
the  demand  for  smaller  pieces  of  agricultural 
equipment.  Alberta’s  agricultural  equipment  firms 
are  in  an  ideal  position  to  meet  the  demand  for  this 
type  of  machinery. 

The  trend  to  internationalism  offers  an  opportunity 
to  Alberta  manufacturers  of  short-line  farm 
machinery,  since  their  dryland  farming  technology  is 
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at  the  leading  edge  and  is  in  demand  in  all  the  major 
countries  growing  cereal  grains  under  large  scale 
dryland  farming  conditions.  Alberta  has  the 
potential  to  be  the  world-recognized  source  for  large 
scale  dryland  farm  machinery  and  technology  in  the 
next  decade.  Ukraine  is  one  of  several  areas  in  the 
world  suitable  for  the  kind  of  dryland  farming 
practices  that  have  been  developed  successfully  in 
the  cereal-growing  regions  of  Alberta.  Currently, 
the  exchange  rate  differential  between  the  Canadian 
and  U.S.  dollar  is  a benefit  to  Alberta  companies 
exporting  agricultural  equipment  to  the  United 
States.  As  long  as  the  premium  of  the  U.S.  dollar 
remains  20%  or  greater  vis-a-vis  the  Canadian 
dollar,  products  manufactured  by  Alberta  short-line 
firms  will  be  competitively  priced  in  the  United 
States. 


Strategic  Direction  and  Priorities 

The  Western  Canadian  provinces,  particularly 
Saskatchewan,  are  the  primary  markets  for  Alberta’s 
agricultural  equipment  industry.  For  small  Alberta 
manufacturers  and  companies  that  have  recently 
begun  exporting  their  product(s)  out  of  Alberta, 
Saskatchewan  and  Manitoba  account  for  a significant 
proportion  of  total  agricultural  equipment  sales. 

According  to  Industry,  Science  & Technology 
Canada,  the  United  States  receives  just  over  90%  of 
Canada’s  total  exports  of  agricultural  equipment. 
Alberta’s  international  exports  (as  opposed  to  out-of- 
province  exports)  of  agricultural  equipment  are  also 
heavily  weighted  to  the  United  States.  The  vast 
majority  of  the  exports  to  the  United  States  have 
been  to  northern  U.S.  states.  However,  more 
southerly  states  such  as  Kansas  and  Texas  are  of 
increasing  importance,  while  California  is  emerging 
as  a market  for  select  technology  from  Alberta 
firms.  In  addition,  the  market  for  agricultural 
equipment  in  the  United  States  is  expected  to 
increase  approximately  50%  within  the  next  five 
years,  as  the  industry  enters  a 10-year  replacement 
cycle.  Alberta’s  agricultural  equipment  companies 
should  benefit  in  the  short-term,  as  they  respond  to 
this  increased  demand  in  the  United  States. 


Based  on  discussions  with  the  Prairie  Implement 
Manufacturing  Association  (PIMA)  and  select 
Alberta  companies,  the  Former  Soviet  Union  (FSU), 
particularly  Ukraine,  has  the  potential  to  be  a large 
and  long-term  market  for  Alberta’s  agricultural 
equipment  manufacturers,  primarily  through  strategic 
alliances.  Mexico,  China,  Australia  and  the  Middle 
East  also  hold  good  prospects  for  specialized  lines  of 
agricultural  equipment  manufactured  by  several 
Alberta  companies. 


Objectives 

The  objective  for  Alberta’s  agricultural  equipment 

industry  is  to  increase  exports  and  create  jobs  in 

Alberta  by: 

• strengthening  partnerships  between  Alberta’s 
agricultural  equipment  companies  and  the 
provincial  government; 

• more  effectively  sharing  information  with  Alberta 
companies  and  associations  about  export 
opportunities; 

• encouraging  full-line  dealers  in  Alberta  to  source 
from  Alberta  firms  and  to  encourage  international 
distributors,  wholesalers,  and  agents,  primarily 
U.S. -based,  to  source  Alberta  manufacturers; 

• encouraging  Alberta  companies  to  participate  in 
trade  shows,  seminars,  and  outgoing  and  incoming 
trade  missions; 

• promoting  strategic  alliances  between  Alberta 
firms  and  offshore  firms,  especially  in  the  FSU, 
Australia,  Mexico,  China,  and  the  Middle  East; 

• conducting  focus  group  sessions  with  a cross- 
section  of  Alberta  firms  involved  in  the  production 
of  agricultural  equipment  to  identify  creative  and 
innovative  ways  to  increase  exports  in  a cost- 
effective  manner;  and 

• working  with  Statistics  Canada,  Alberta 
Agriculture,  and  PIMA  to  improve  the  availability 
and  reliability  of  data  for  Alberta’s  agricultural 
equipment  industry. 
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Strategic  Direction 

The  overall  strategy  to  increase  the  exports  of 

agricultural  equipment  and  services  from  Alberta 

includes: 

• investigating  opportunities  in  Mexico  created  by 
the  NAFTA; 

• continuing  to  pursue  the  Canadian  marketplace 
outside  Alberta  because  this  is  a significant  market 
for  Alberta  companies,  particularly  smaller  firms 
and  those  new  to  exporting  outside  Alberta; 

• continuing  to  actively  pursue  the  United  States  as 
Alberta’s  main  international  market,  particularly 
for  companies  new  to  international  trade; 

• investigating  the  FSU  (especially  Ukraine, 
Kazakhstan  and  Russia)  as  a potential  market  for 
Alberta  dryland  farming  technology; 

• investigating  opportunities  in  the  Peoples  Republic 
of  China  on  large-scale  grain  harvesting,  storage 
and  processing  equipment,  particularly  in 
Heilongjiang  province; 

• investigating  market  opportunities  for  Alberta 
dryland  farming  technology  in  Australia  and  the 
Middle  East; 

• strengthening  a coordinated  marketing  approach 
with  PIMA  to  expand  marketing  and  technological 
exchanges  to  revitalize  export  market  development 
for  Alberta’s  farm  machinery  manufacturers  and 
to  have  PIMA  continue  to  serve  as  a channel  for 
market  information; 

• assisting  companies  and  PIMA  to  develop  focused 
strategies  that  reflect  company  and  sector  strengths 
and  market  opportunities; 

• establishing  a mechanism  to  reach  companies  that 
are  not  members  of  PIMA  (approximately  54  of 
Alberta’s  230  companies  are  currently  members  of 
PIMA)  to  provide  them  with  current  market 
information  and  assist  them  with  export  market 
development; 


• investigating  the  establishment  of  an  industry 
marketing  consortium  that  would  encourage 
smaller  Alberta  manufacturers  to  partner  with 
other  Canadian  companies  for  joint  marketing 
initiatives; 

• bringing  other  non-agricultural  manufacturing 
opportunities  to  the  attention  of  Alberta’s  short- 
line manufacturers;  and 

• investigating  the  benefits  to  Alberta’s  agricultural 
equipment  manufacturers  of  becoming  members  of 
other  organizations  such  as  the  Canadian  Farm  & 
Industrial  Equipment  Institute  and  the  Farm 
Implement  Manufacturing  Association  in  the 
United  States. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

Middle  East  Agriculture 
’94 

Apr  17-20, 

1994 

Dubai 

Economic 
Development  & 
Tourism  (ED&T) 

Abbas  Al-Saigh 
427-4327 

Outgoing  Mission  to 
develop  agricultural 
equipment  projects 

May  1994 

Poland, 
Ukraine, 
Romania, 
Slovenia  & 
Albania 

ED&T 

Don  Wilson 
427-4809 

Western  Canada  Farm 
Progress  Show 

June  22-25, 

1994 

Regina,  SK 

ED&T 

Sam  Chow 
427-4323 

Ag-Quip  Farm  Equipment 
Show 

Aug  1994 

Gunned  ah, 
Australia 

ED&T 

Rabin  Mendis 
427-4809 

Incoming  Trade  Mission 
from  U.S.  to  Red  Deer 
International  Farm  Show 

Nov  9-12,  1994 

Red  Deer,  AB 

ED&T 

Don  Chinski 
427-4809 

Amarillo  Farm  and  Ranch 
Show 

Dec  6-8,  1994 

Amarillo,  TX 

ED&T 

Don  Chinski 
427-4809 

Canadian  International 

Farm  Show 

Jan  1995 

Toronto,  ON 

ED&T 

Steven  Leard 
427-1905 

The  3-1  Show  (Irrigation, 
Implements  & Industry) 

Mar  1995 

Garden  City, 

KS 

ED&T 

Don  Chinski 
427-4809 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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* Alberta ’s  agriculture  and  food  industry  continues 
to  be  a major  employer  and  contributor  to  the 
economic  health  and  continued  prosperity  of 
Alberta. 

* Alberta  must  build  on  its  primary  agriculture  base 
by  adding  value  to  its  agricultural  products  and 
services  to  meet  changing  customer  needs. 

* Alberta’s  agriculture  and  food  industry  must 
continue  to  improve  its  ability  to  compete  in 
global  markets  in  order  to  ensure  continued 
growth  and  prosperity.  Further  growth  will  also 
require  significant  capital  investment  and 
infrastructure  improvements. 


Strategic  Overview 

Alberta’s  agriculture  and  food  industry  is  at  a 
crossroads.  A large  capacity  for  the  production  of 
, quality  grains  combined  with  a small  domestic 
market  and  gradual  agricultural  trade  liberalization 
! present  Alberta  with  both  opportunities  and 
challenges.  World  trade  in  high  value  products 
accounts  for  a growing  proportion  of  world 
agricultural  exports.  Yet,  Canada’s  agricultural 
exports  are  currently  dominated  by  commodity 
exports.  Some  60%  of  Alberta  producer  revenues 
are  generated  by  out-of-country  shipments.  For 
Alberta’s  agriculture  industry  to  grow  and  develop, 
it  must  expand  export  trade  and  further  develop  high 
value  products  and  services  to  meet  the  demands  of 
! consumers  in  global  markets. 

With  its  vast  land  and  rich  resource  base  linked  to 
realizable  market  opportunities,  Alberta  has  the 
capability  to  develop  a $20  billion  value-added  food 
and  agricultural  products  industry  early  in  the  21st 
century.  To  achieve  this  vision,  the  agriculture  and 
food  industry  will  need  to  make  significant 
investments  in  infrastructure,  technology,  and  in  the 
skills  and  knowledge  base  of  its  workforce.  Above 
all,  the  industry  must  take  advantage  of  the  long- 
term opportunities  that  lie  outside  Alberta  borders. 
Expanded  value-added  agriculture  and  food  trade 


will  drive  further  capital  investment  in  food 
processing.  These  strategies  are  fundamental  to 
Alberta’s  economic  development  efforts  during  the 
next  10  years  and  beyond.  Alberta  Agriculture, 
Food  and  Rural  Development  will  work  in 
partnership  with  our  industry  clients  to  assist  them  in 
further  developing  and  implementing  these 
strategies. 


Market  Development  Strategy 

Further  development  of  export  markets  will  be 
facilitated  by  the  provision  of  market  research, 
analysis,  and  information  on  priority  Alberta  export 
markets.  This  will  encourage  Alberta’s  agriculture 
and  food  industry  to  respond  and  adapt  to  global 
business  opportunities.  This  will  be  achieved  through 
increased  and  effective  linkages  between  public  and 
private  information  providers  and  with 
the  agriculture  and  food  industry. 


Strategic  Direction 

Alberta  must  focus  on  its  strengths,  overcome  its 
disadvantages,  become  more  competitive,  and  target 
priority  markets  for  its  products  and  services. 
Increased  access  through  the  NAFTA  (North 
American  Free  Trade  Agreement)  combined  with  the 
proximity  to  U.S.  Pacific  Northwest  markets  make 
that  region  a top  priority  for  Alberta  food  exporters. 
Asia,  and  particularly  Japan,  is  the  fastest  region  of 
growth  in  demand  for  value-added  food  products. 
Trade  liberalization,  changing  consumer  trends,  and 
increasing  disposable  incomes  make  this  region  a 
major  priority  for  Alberta. 


Investment  Strategy 

Encouraging  further  investment  in  Alberta’s 
agriculture  and  food  industry,  particularly  the  food 
processing  industry,  is  a key  strategy  in  Alberta’s 
economic  development  efforts.  Alberta’s  agriculture 
and  food  investment  strategy  is  to  create  a climate 
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conducive  to  industry  growth  and  to  facilitate  the 
further  development  of  a profitable,  globally 
competitive,  and  environmentally  sustainable  food 
and  agricultural  processing  industry. 

A $20  billion  secondary  and  tertiary  food  and 
agricultural  processing  industry  would  require 
additional  investment  in  this  sector  of  approximately 
$2  to  $3  billion.  In  addition,  the  primary  side  of  the 
industry  would  expand  to  $6  to  $8  billion  in  output. 

Strategic  Direction 

• Identify  and  evaluate  investment  opportunities. 

• Identify  and  evaluate  potential  investors/ 
processors. 

• Promote  Alberta’s  advantages  and  encourage 
investment  through  contact  with  identified 
companies  and  prospective  investors. 

• Assure  that  all  appropriate  government  resources 
support  specific  investment  projects. 

Targeted  sources  of  investment  for  the  agriculture 
and  food  industry  are:  Alberta  processors, 

entrepreneurs,  and  communities;  Western  Canadian 
processors  and  investors;  Eastern  Canadian  (Ontario, 
Quebec  and  Atlantic  Canada)  food  processors  and 
investors;  U.S.  companies/processors  (western  states 
particularly  California,  as  well  as  mid-western  and 
eastern  states);  Europe  and  Asia. 

Sub-sectors 

For  the  purpose  of  developing  trade  and  investment 
strategic  direction,  objectives  and  priorities  for 
Alberta  agriculture  and  food  products,  the  sector  has 
been  divided  into  the  following  four  sub-sectors, 
each  of  which  is  discussed  in  more  detail: 

• processed  foods; 

• meat  and  animal  by-products; 

• crops  and  feedstuffs;  and 


• livestock,  animal  genetics  and  agricultural 
services. 


Processed  Foods 


International  Overview 

Alberta’s  food  and  beverage  processing  industry 
produces  a wide  variety  of  products  that  have 
international  appeal.  In  many  cases  Alberta 
processors  are  competitive  in  terms  of  price,  quality, 
service  and  productive  capacity.  Non-competitive 
situations  arise  in  sectors  where  economies  of  scale 
are  not  yet  developed.  Products  also  may  require 
adaptation  to  the  tastes  and  preferences  of  export 
markets. 

Alberta’s  milling  sub-sector  faces  a number  of 
challenges  including  increased  international 
competition  and  erosion  of  markets,  Canadian 
industry  overcapacity,  U.S.  and  European  subsidies, 
the  age  of  plant  facilities  and  the  effects  of  the 
Western  Transportation  Act.  However,  in  many 
cases,  changes  are  being  made  to  improve 
competitiveness. 

Alberta’s  dairy  sub-sector  has  limited  opportunity  for 
export  growth  but  the  domestic  market  in  Alberta 
alone  has  a foreseeable  growth  of  approximately 
50%. 

Alberta’s  non-alcoholic  beverage  industry  consists  of 
regionally  focused  companies  producing  national  and 
regional  brands,  as  well  as  private  label  products. 

The  specialty  foods  sub-sector  operates  primarily  on 
a regional  basis.  National  companies  operate  branch 
plants  which  service  Western  Canadian  markets. 
Technologically,  these  plants  are  competitive  but 
transportation  and  distribution  costs  can  affect 
competitiveness  when  entering  Eastern  Canadian  and 
U.S.  markets. 

The  U.S.  has  consistently  been  Alberta’s  largest 
foreign  market.  Japan  and  other  countries  in  the 
North  Asia  region  represent  expanding  markets  for 
Alberta  processors.  Japan  is  Alberta’s  second 
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largest  export  market  overall.  Canada  is  still 
Alberta’s  biggest  market  for  processed  foods. 


Alberta  Position 

The  food  processing  sector  in  Alberta  is  growing 
and  developing  in  response  to  market  opportunities. 
Presently,  there  are  approximately  330  food 
processors  in  the  province.  The  value  of  shipments 
of  processed  food  products  now  exceeds  the  value  of 
primary  agricultural  production,  and  there  is  great 
potential  for  further  growth.  The  food  processing 
industry  in  Alberta  now  ships  $5.1  billion  of 
products  (five  times  the  1970  level,  and  28%  of 
provincial  total  for  manufacturing)  and  has  the 
potential  to  reach  $10  billion  by  the  year  2000;  it 
will  become  the  "driver"  for  primary  production. 
The  industry  employs  16,000  people  with  $4  billion 
spent  on  materials  and  supplies. 

The  sub-sectors  that  make  up  the  processed  food 
sector  are:  beverages  (alcoholic  and  non-alcoholic), 
sauces  and  condiments,  honey,  milling  and  baking 
(grain  products),  canola  oil,  specialty  foods,  pasta 
and  noodles,  processed  vegetables,  confectionery 
products,  processed  dairy  products,  and  non-food 
uses  of  grain  (pharmaceuticals,  etc.). 

Varied,  abundant  and  competitively  priced  raw 
materials  combined  with  a pro-business  environment 
and  a skilled  and  educated  workforce  provide  the 
building  blocks  for  Alberta  processors  to  compete 
globally.  Flexible  manufacturing  systems  will  be 
another  key  to  meeting  the  varied  demands  of 
customers  in  multiple  markets.  Alberta’s  industry 
has  a competitive  advantage  through  its  Food 
Processing  Development  Centre  (FPDC),  a modern, 
fully  equipped  pilot  plant  and  product  development 
laboratory  facility.  The  Food  Quality  Branch  has 
analytical  capabilities  in  microbiology  and  chemistry. 
All  of  these  services  are  designed  to  strengthen  and 
expand  Alberta  food  processors’  capabilities  in 
meeting  the  challenges  of  the  marketplace  through 
application  of  new  technology  and  development  of 
new  or  improved  products  and  processes. 

Consumer  trends  that  affect  the  processed  food 
industry  include  health,  safety  and  nutritional  issues. 
Environmental  concerns  over  excess  packaging  and 


"environmentally  friendly"  packaging  are  also  a key 
factor  in  today’s  market.  The  trend  toward 
convenience  foods  has  led  to  demands  for  product 
life  extension,  ease  of  preparation  and  portion 
control.  Ethnic  foods  are  also  a growing  market 
niche.  Alberta’s  food  processors  must  also  respond 
to  the  special  needs  and  demands  of  the  food  service 
industry.  The  processed  food  industry  can  be 
competitive,  not  only  locally  but  also  globally.  It  is 
important  for  the  province’s  processors  to  take  full 
advantage  of  Alberta’s  comparative  strengths  as  the 
basis  for  building  a globally  competitive  industry. 


Strategic  Direction  and  Priorities 

Priority  Products  and  Markets 

• Canola  oil  to  the  U.S.  and  North  Asia. 

• Beverages  (non-alcoholic  - bottled  water,  juices) 
to  the  U.S.,  Japan,  Hong  Kong  and  Singapore. 

• Distilled  grain  products  to  the  U.S.,  Japan,  and 
Europe. 

• Pasta,  noodles  and  specialty  bakery  goods  to 
Canada,  the  U.S.,  Japan  and  Mexico. 

• Honey  products  to  the  U.S. , Korea,  and  Europe. 

• Specialty  grain  products  to  the  U.S.  and  Japan. 

• Confectionery  items  to  the  U.S.  and  Japan. 

• Malt  for  further  processing  to  the  U.S. , Japan  and 
Mexico. 

• Pharmaceutical,  cosmetics,  and  industrial  uses  of 
grain  and  oilseeds  crops. 

• Increased  by-product  utilization  from  all  aspects 
of  primary  processing. 

Objectives 

The  overall  objective  is  to  further  develop  a 

profitable,  globally  competitive  and  environmentally 

sustainable  food  and  agriculture  processing  industry. 
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Specific  goals  include: 

• a globally  competitive  processing  industry; 

• a high  quality,  safe  food  supply; 

• highly  trained  and  educated  personnel; 

• strong  strategic  alliances  between  producers, 
processors  and  customers; 

• an  environmentally  sustainable  processing 
industry; 

• growth  in  investment;  and 

• diversification  of  products  and  processes. 

Strategic  Direction 

The  following  strategies  are  designed  to  further 

develop  the  industry. 

• Provide  information  and  technical  services 
(technology  transfer). 

• Develop  agri-food  policies  and  programs. 

• Facilitate  the  development  of  processed  products 
suitable  for  domestic  and  international 
markets. 

• Help  adapt  and  target  products  to  specific 
consumer  segments  (i.e.  ethnic  foods,  food 
service). 

• Assist  in  the  acquisition  of  improved  knowledge 
of  markets,  human  resource  skills,  product 
quality,  after-sale  service,  new  technology  and 
investment. 

• Identify  food  safety  issues  and  establish 
emergency  response  teams  and  procedures. 

• Encourage  the  diversification  of  products  for 
export  (customer  specifications). 

• Encourage  and  assist  the  development  of 
environmentally  sustainable  processing. 


• Provide  the  research  and  development 
infrastructures  to  support  market-driven 
processing  opportunities. 

• Encourage  improved  communication  and 
cooperation  between  producers  and  processors  to 
satisfy  the  demands  or  opportunities  of  the  market 
place. 

• Support  entrepreneurs  in  the  development  of  their 
businesses. 

Investment  Opportunities 

The  investment  opportunities  for  processed  food  are: 
prepared  foods  (entries,  meat  pies,  salads),  frozen 
bake-off,  breakfast  cereals,  vinegar,  food  ingredients 
(suspension  agents,  flavourings),  pasta,  soups,  ethnic 
foods,  condiments  and  sauces. 


Meat  & Animal  By-Products 


International  Overview 

As  the  demand  for  consumer  products  grows,  trade 
in  value-added  meat  products  has  been  increasing 
while  the  trade  in  commodity  products  is  slowly 
decreasing.  In  recent  years,  the  global  meat  trade 
has  become  increasingly  dominated  by  large 
multinational  companies.  The  structure  of  the  meat 
industry  is  continually  evolving  to  meet  the 
challenges  of  a liberalized  trading  environment. 

Canada  and  Alberta  offer  high  quality  meat 
products,  combined  with  a world  class  inspection 
system  and  facilities.  Alberta/Canada  meat 
processors  and  exporters  are  well  positioned  to 
capture  increased  shares  of  growing  global  markets. 
Restructuring  and  consolidation  within  the  industry 
have  continued  in  1993  as  Canadian  companies  gear 
up  to  be  more  efficient  and  competitive  in  the  future. 


Alberta  Position 

As  the  largest  agricultural  industry  employer  (4,037 
production  workers)  in  Alberta,  the  meat  processing 
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industry  generates  sales  and  revenues  of  $2.5  billion. 
During  the  first  three-quarters  of  1993,  Alberta 
accounted  for  64%  of  Canada’s  total  fed  cattle 
production  and  55%  of  the  total  Canadian  cattle 
slaughter.  Projected  growth  for  the  beef  industry  is 
at  least  50%  by  the  year  2000.  Similarly,  the  dairy 
cow  population  could  increase  by  50%  by  2000. 
The  U.S.  market  has  traditionally  been  Alberta  and 
Canada’s  largest  export  market  for  agricultural  and 
food  products.  In  1992,  Alberta  successfully 
exported  $170  million  of  Alberta  beef,  representing 
over  50%  of  total  agricultural  and  food  products 
shipped  to  the  U.S.  Canada’s  market  share  of 
Japan’s  imported  beef  and  beef  products  has 
increased  from  0.5%  to  about  1.5%  over  the  past 
three  years.  Additional  growing  market 
opportunities  for  Alberta  beef  include  Mexico  and 
Asia. 

Pork  continues  to  grow  as  a major  export  product. 
In  1992,  Alberta  accounted  for  16.5%  of  total 
Canadian  pork  exports,  and  exports  are  projected  to 
grow  300%  by  the  year  2000.  The  U.S.  remains 
Alberta’s  leading  export  market  although  dependency 
on  this  market  is  declining.  Sales  to  Japan  have 
increased  substantially  from  less  than  $1  million 
(1990)  to  over  $15  million  in  1992.  The  most 
significant  opportunity  is  in  chilled  pork.  Similarly, 
Mexico  has  become  Alberta’s  third  largest  export 
market  ($2  million  in  1992).  Additional  promising 
markets  include  Cuba,  South  Korea  and  Hong  Kong. 

In  general,  trends  in  the  meat  industry  include 
increasing  demand  in  North  America,  Japan  and 
Europe  for  meat  products  that  meet  nutritional  needs 
and  changing  lifestyles.  These  include  low  calorie, 
low  cholesterol,  chemical-free  products.  There  is  a 
growing  preference  for  poultry  meats.  The  industry 
trend  in  meat  products  is  moving  toward  value-added 
specialty  products,  portion-controlled  products  and 
extended  shelf  life  of  chilled  products.  Alberta 
enjoys  an  international  reputation  and  image  as  a 
reliable  supplier  of  quality  meat  products. 
Phytosanitary/health  regulations  controlling  their 
production  and  movement  are  also  key  strengths  of 
Alberta’s  meat  processing  industry. 

The  Meats  and  Animal  By-Product  Sector  can  be 
categorized  into  the  following  main  sub-sector 
. products:  beef,  pork,  poultry,  offals,  processed 


meats,  specialty  game  meats,  and  animal  by- 
products. 

Strategic  Direction  and  Priorities 
Priority  Markets 

The  targeted  priority  markets  for  the  meat  products 
and  animal  by-products  include: 

• Pork  to  Japan  and  Mexico. 

• Further  processed  meats  to  Japan,  Korea,  Taiwan, 
Hong  Kong,  and  the  West  Coast,  including  B.C. 

• Offals  to  North  Asia  (Korea,  Taiwan,  Japan  and 
Hong  Kong)  and  Mexico. 

• By-products,  game  meats  and  antler  velvet  to 
Korea,  Hong  Kong,  and  North  America,  as  well 
as  Western  Europe. 

Objectives 

The  main  objective  for  the  Meats  and  By-products 
sub-sector  is  to  develop  and  enhance  Alberta’s 
competitive  position  in  domestic  and  global  markets 
for  meats  and  animal  by-products.  This  is  to  be 
accomplished  through: 

• identifying  meat  products/animal  by-products 
market  opportunities  (processors,  geographic 
information,  etc.); 

• identifying  issues  which  may  impact  on  Alberta’s 
competitiveness  (i.e.  trade  policies,  production, 
processing,  marketing);  and 

• facilitating  the  development  and  implementation 
of  strategies  that  enhance  competitiveness  in 
global  markets. 

The  specific  objectives  for  priority  markets  are  as 
follows: 

• To  secure  an  increased  portion  of  the  imported 
chilled  pork  market  in  Japan  since  it  is  the 
world’s  largest  pork  importer.  Japan’s  self- 
sufficiency  rate  has  been  declining  steadily  over 


28 


Alberta  Global  Business  Plan 


Agriculture  and  Food 


the  past  several  years  and  Alberta/Canada  has  a 
"healthy,  safe  and  pristine"  image  which  can  be 
used  as  a competitive  advantage  to  capture  more 
of  the  market. 

• To  develop  end-user  specific  differentiated  meat 
products  for  North  Asia  (Korea,  Taiwan,  Japan 
and  Hong  Kong),  the  Pacific  Northwest 
(California  and  B.C.),  and  Mexico.  This  entails 
designing  specific  further  processed  meat  products 
to  customer  specification. 

• To  secure  off-continent  sales  for  specialty  game 
meat  products  such  as  bison  and  wild  boar 
specifically  to  Western  Europe  as  Europe  is  the 
largest  game  meat  market  in  the  world. 

• To  further  upgrade  meat  and  animal  by-products, 
and  further  process  other  meat  products  for 
shipment  to  markets  such  as  North  Asia,  Pacific 
Northwest  and  Western  Europe. 

• Strengthen  and  expand  domestic  and  U.S.  meat 
market  opportunities  through  market  monitoring 
and  opportunity  analysis. 

Strategic  Direction 

Suggested  strategies  for  the  Meat  and  Animal  By- 

Products  sectors  are: 

• Collect,  analyze  and  disseminate  sector  market 
information  (market  research,  market  intelligence) 
to  departmental  partners,  industry  and  related 
associations  to  facilitate  a response  to  market 
opportunities. 

• Prioritize  sectoral  commodities  in  geographic 
markets. 

• Strengthen  inter-departmental  linkages  and 
partnerships  (production,  processing,  marketing) 
through  joint  project  commitments. 

• Promote  new  market  opportunities  and 
production/processing  innovations  to  producer 
and  processor  associations,  Alberta’s  meat 
industry  and  this  department.  This  includes 
ensuring  Alberta’s  meat  industry  is  export  ready. 


• Encourage  value-added,  consumer-designed 
products  for  domestic/export  markets. 

• Expand  and  explore  national/international 
networks  and  contacts  (information,  databases, 
specialized  expertise)  in  animal  production  and 
meat  science  and  technology.  (This  includes 
technology  transfer  and  identifying  technologies 
that  will  improve  access  to  markets  i.e.  increase 
shelf  life  of  chilled  meats.) 

• Facilitate  development  and  implementation  of 
food  safety /food  quality  systems  in  the  meat 
industry  to  be  used  as  a competitive  advantage 
(i.e.  Hazard  Analysis  Critical  Control  Points). 

Investment  Opportunities 

Investment  opportunities  in  Alberta  for  meat  and 
meat  by-products  are:  counter-ready  meat, 

processed  meats,  hides/tanning,  pet  foods,  collagen, 
gelatin,  blood  processing,  and  animal  by-products 
for  pharmaceutical  use. 


Crops  & Feedstuffs 


International  Overview 

The  world  economy  is  restructuring  at  a rapid  pace, 
with  significant  shifts  in  financial  and  consumer 
markets,  transportation  and  technology.  The  global 
marketplace  requires  companies  to  respond  to  the 
challenges  of  global  marketing  and  global  sourcing. 
It  will  also  see  increased  trade  in  value-added  goods. 
This  is  especially  true  for  the  Alberta  crop  and 
feedstuff  industry.  Alberta  producers  and  processors 
have  clearly  shown  that  Alberta  offers  a comparative 
advantage  in  the  production  of  traditional  feed 
grains,  oilseeds,  and  forages.  Alberta  also  possesses 
the  capability  to  produce  specialty  and  high  value 
crops  as  an  alternative  to  traditional  crops. 

Given  the  long  range  opportunities  for  meats,  there 
will  be  an  increased  trend  in  the  crops  and  feedstuff 
industry  towards  greater  utilization  of  grains  and 
forage  for  domestic  use.  In  the  future,  there  will  be 
lower  self-sufficiency  levels  among  many  producing 
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countries  and  less  subsidized  competition  in  Third 
World  markets. 


Alberta  Position 

Alberta’s  crops  and  feedstuff  industry  has  been 
expanding  and  diversifying  as  producers  and 
processors  become  aware  of  and  respond  to  market 
signals.  Alberta’s  forage  processing  industry,  for 
example,  is  now  principally  based  on  exports  to 
Japan.  The  total  production  of  crops  in  Alberta  for 
1992  was  about  21.7  million  tonnes  with  an 
estimated  value  of  $2  billion.  Total  acreage  of  all 
crops  for  1992  was  approximately  25.7  million 
cultivated  acres. 

Alberta  is  well  positioned  to  export  products  into  the 
Western  U.S.  and  to  North  Asia.  The  leading 
export  destinations  for  Alberta  crops  and  feedstuffs 
are  the  U.S.,  Japan,  Korea,  Taiwan  and  Mexico.  In 
1992,  exports  of  crops  and  feedstuffs  amounted  to 
about  $2  billion.  This  constitutes  over  60%  of 
Alberta’s  exports  of  all  agriculture  and  food 
products. 

The  sub-sectors  that  make  up  the  crops  and 
feedstuffs  sector  are  grains,  oilseeds,  specialty  crops, 
processed  forages,  other  manufactured  feeds,  peat 
moss,  fresh  fruits  and  vegetables  and  nursery  stock. 

Current  demand  has  led  to  increased  growth  of  new 
and  specialty  crops  or  high  value  crops.  There  is 
also  a trend  toward  increased  alternate  uses  of 
traditional  crops  such  as  canola  and  barley.  These 
include  increased  industrial  usage  of  oil  and 
increased  use  of  barley  products  for  human 
consumption  due  to  health  attributes. 


Strategic  Direction  and  Priorities 
Priority  Markets 

• Alberta:  The  domestic  market  is  key  to  the 
industry  given  the  large  livestock  sector  within 
Alberta  (i.e.  animal  feeds).  Also,  the  opportunity 
for  import  replacement  exists  for  such 
commodities  as  canola  meal,  feed  peas,  and 
horticultural  products. 


• United  States:  There  is  a strong  market  for 
wheat,  barley,  oats,  canola  meal,  forage  seeds, 
seed  potatoes,  and  peat  moss,  particularly  in  the 
Pacific  North  West  and  California. 

• North  Asia  (specifically  Japan,  Korea,  and 
Taiwan):  Processed  forages  and  canola  meal  are 
a growing  export  to  this  region.  Exports  of 
value-added  commodities  to  this  area  are 
increasing,  and  there  is  potential  for  Alberta  to 
capture  a greater  market  share  as  self-sufficiency 
declines  throughout  North  Asia. 

• Mexico:  This  market  includes  expanded 

opportunities  for  grains,  oilseeds  and  other  feed 
ingredients,  as  well  as  seed  potatoes,  once  trade 
barriers  are  eliminated.  In  the  longer  term,  this 
may  lead  to  improved  access  to  other  countries  in 
Central  and  South  America. 

Objectives 

The  objective  in  the  crops  and  feedstuffs  sector  is  to 

be  a catalyst  in  the  growth  and  development  of  this 

industry  in  Alberta. 

The  strategic  plan  for  this  sector  has  led  to  the 

following  six  goals: 

• To  increase  the  number  of  market  opportunities 
for  both  food  and  industrial  uses. 

• To  increase  the  knowledge  of  the  agriculture  and 
food  industry  and  government  of  the  size,  scope 
and  capability  of  the  crops  and  feedstuffs  sector. 

• To  advocate  reduction  of  production,  processing 
and  marketing  constraints  inhibiting  growth  and 
development  of  the  crops  and  feedstuffs  sector. 

• To  increase  the  availability  of  quality  market 
information  for  long-term  investment  decisions. 

• To  attract  the  necessary  investment  into  value- 
added  products. 

• To  increase  responsiveness  to  identified 
opportunities. 
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Strategic  Direction 

Suggested  strategies  for  the  Crops  and  Feedstuffs 
Sector: 

• Encourage  supply/demand  compatibility. 

• Collect,  analyze,  evaluate  and  prioritize  market 
information  and,  in  partnership  with  the  private 
sector,  identify  market  opportunities. 

• Generate  new  information  by  analyzing  economic 
potential  and  conducting  cost-benefit  analyses. 

• Identify  constraints  and  conduct  problem  analyses 
on  constraints  to  determine  cause. 

• Develop  timely,  efficient  physical  information 
dissemination  and  client  feedback  mechanisms, 
i.e.  information  seminars,  brochures  and 
accessible  database. 

Investment  Opportunities 

The  investment  opportunities  for  crops  and  feedstuffs 
in  Alberta  are:  starch,  fermentation  (alcohols, 
organic  acids,  gums,  enzymes), cereal  fractionation 
for  cosmetic  and  industrial  uses,  canola  processing 
(canola  oil  and  meal  and  consumer  products),  pea 
processing  (feed  component),  mustard,  straw,  and 
specialty  essential  oil  crops  (mint,  basil). 


Livestock , Genetics  & Services 


International  Overview 

As  the  process  of  globalization  continues  and  trade 
barriers  (tariff  and  non-tariff)  are  reduced  or 
eliminated,  Alberta  companies  will  have  to  compete 
for  markets  in  an  increasingly  integrated  global 
economy.  Supported  by  competitive  production  of 
feed  grains  and  forages,  Alberta’s  ability  to  produce 
livestock,  particularly  cattle  and  swine,  is  now 
widely  recognized  throughout  North  America  and 
the  world.  Alberta  has  developed  a high  quality 
genetic  base  for  livestock  and  has  the  technical/ 
scientific  support  capabilities  required  for 


international  markets. 

Alberta’s  educational  institutions  and  consulting 
businesses  are  major  participants  in  international 
technology  transfer  and  project  development 
activities.  Specific  training  programs  are  conducted 
in  support  of  market  opportunities  identified  by 
Alberta  exporters. 

Agricultural  land  is  one  of  Alberta’s  greatest  natural 
resources  and  approximately  20  million  hectares  are 
used  in  livestock  and  crop  production.  In  addition, 
the  livestock  industry  is  committed  to  excellence  and 
has  a willingness  to  innovate,  which  will  further 
support  the  development  of  a strong  and  vigorous 
industry  for  the  future.  By  the  year  2000  Alberta 
could  increase  its  annual  steer  and  heifer  production 
by  a least  50%  to  over  two  million  head.  Similarly 
hog  numbers  could  increase  by  three  times,  to  over 
six  million  animals  and  the  lamb  population  could 
increase  by  three  times  as  well. 


Alberta  Position 

Alberta’s  livestock  industry  also  serves  a worldwide 
market  supplying  breeding  animals,  as  well  as  semen 
and  embryos,  for  genetic  improvement  purposes. 
Exports  of  livestock  totalled  $485  million  in  1992, 
when  the  majority  of  cattle  and  hogs  were  shipped  to 
the  United  States  and  Mexico.  Most  of  the  live 
cattle  exports  to  the  United  States  were  finished 
cattle  for  slaughter.  These  exports  have  increased 
primarily  due  to  currency  exchange  rates. 

It  is  anticipated  that  Alberta’s  position  in  the 
international  livestock  genetics  market  will  be 
sustained.  This  is  primarily  due  to  a strong 
domestic  position  in  beef  production  resulting  from 
Alberta’s  competitive  advantage  in  feed  grain  and 
forages.  In  addition,  Alberta  exported  over  $1 
million  of  bovine  semen  primarily  to  Australia, 
United  States  and  France. 

The  most  significant  trend  in  the  livestock  and 
agricultural  services  industry  is  the  increased  need  to 
integrate  technology  transfer  with  the  provision  of 
livestock  genetics.  This  includes  the  transfer  of 
technology  and  applied  research  to  meet  the  needs  of 


31 


Alberta  Global  Business  Plan 


Agriculture  and  Food 


a particular  project.  Modern  livestock  management 
practices  are  required  to  achieve  success  with  high 
productivity  and  specialized  livestock  genetics. 
There  is  a trend  in  developing  markets  away  from 
dual  purpose  bovine  (as  well  as  other  animals)  to 
specialized  beef  and  dairy  to  improve  quality  and 
productivity.  Alberta  is  well  positioned  to  meet 
international  market  demand  for  specialized  livestock 
genetics  and  related  technologies. 

The  Livestock,  Genetics  and  Services  Sector  can  be 
categorized  into  the  following  sub-sectors: 
commercial  and  purebred  bovine,  commercial  and 
non-bovine  livestock  (horses,  sheep,  goats,  etc.), 
semen  and  embryos,  purebred  swine,  and  all 
consulting  and  agricultural  services  (consulting, 
project  and  design  management,  education, 
technology  transfer  and  training). 

Strategic  Direction  and  Priorities 
Priority  Markets 

For  simplicity,  the  priority  markets  have  been 
divided  by  commodities  and  are  as  follows: 

Livestock/Genetics 

Bovine 

1 . South  and  Central  America,  including  Mexico 

2.  Europe 

3.  United  States 

4.  Australia,  New  Zealand 

5.  Russia,  China 

Swine 

1.  United  States 

2.  Mexico 

3.  North  Asia,  China,  and  the  Philippines 

4.  South  and  Central  America,  New  Zealand, 
Australia 

Bison 


Horse 

1.  Europe 

Agricultural  Services 

1.  South  and  Central  America,  Mexico 

2.  Eastern  Europe 

3.  Russia 

4.  China 

Objectives 

The  mission  statement  of  the  Livestock,  Genetics 
and  Services  Sectoral  Team  is  "to  enhance  Alberta’s 
competitive  position  in  global  markets  for  livestock, 
genetics  and  services."  The  objectives  of  the  team 
are  as  follows: 

• To  identify  and  evaluate  market  opportunities  and 
communicate  these  opportunities  to  industry  in 
cooperation  with  the  department. 

• To  provide  market  information  for  industry 
investment. 

• To  develop  a marketing  plan  for  the  sector  which 
is  consistent  with  global  marketing  opportunities. 

Strategic  Direction 

Suggested  strategies  for  the  Livestock,  Genetics  and 
Services  Sector  are  to: 

• Identify  market  opportunities  and  sector 
inventory. 

• Clarify  sector  responsibilities. 

• Create  a mechanism  for  market  information 
transfer  within  the  department. 

• Appraise  current  and  future  production 
capabilities  as  they  relate  to  markets. 

• Identify  market  needs  for  various  sizes  of  beef 
carcasses,  differentiated  products,  and  lean  versus 
fat  carcasses. 


1.  Europe 
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• Identify  the  comparative  advantage  of 
commodities. 

• Identify  the  future  of  commodities  under  supply 
management  systems  in  Alberta. 

• Maintain  sources  of  up-to-date  knowledge  of 
industry  market  priorities,  i.e.  capabilities, 
competitiveness,  comparative  advantage, 
marketing  constraints,  market  opportunities,  etc. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 
Doorstep  Conference  & 
Trade  Show  (Trading 

House  Conference) 

Apr  5-6,  1994 

Edmonton,  AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 
422-6236 

Food  and  Hotel  Asia 

Apr  12-15, 

1994 

Singapore 

Agriculture, 

Food  & Rural 

Development 

(AF&RD) 

Penny  Mah 
427-4241 

Cold  Storage  Promotion 

Apr  28  - 
May  12,  1994 

Kuala  Lumpur 

AF&RD 

Penny  Mah 
427-4241 

Incoming  Mission  - 
Agrointer  Russia 

May  1994 

Alberta 

AF&RD 

Ed  Bristow 
427-4241 

Outgoing  Trade  Mission  - 
Selkhoz 

May  1994 

Kiev,  Ukraine 

AF&RD 

Ed  Bristow 
427-4241 

Incoming  Mission  - Broker 
Processed  Foods 
Development  - UK 

May  1994 

Alberta 

AF&RD 

Doug  Bienert 
Penny  Mah 
427-4241 

Food  Marketing  Institute 
Trade  Show 

May  1994 

Chicago,  IL 

AF&RD 

Dave  Rous 
427-4241 

Taipei  International  Food 
Industry  Show 

June  22-26, 

1994 

Taiwan 

AF&RD 

Dianne  Hayward 
427-4241 

Outgoing  Trade  Mission  - 
Tyumen/Ryzna 

June  1994 

Russia 

AF&RD 

Ed  Bristow 
427-4241 

Alberta  Pork  Congress 

June  1994 

Red  Deer,  AB 

AF&RD 

Dave  Rous 
427-4241 

Calgary  Exhibition  and 
Stampede 

July  8-17, 

1994 

Calgary,  AB 

AF&RD 

Doug  Bienert 
427-4241 

Palarmo  Trade  Show 

Aug  1994 

Buenos  Aires, 
Argentina 

AF&RD 

Doug  Bienert 
427-4241 

Expo  Alimentos 

Aug  1994 

Monterrey, 

Mexico 

AF&RD 

Elton  Dunk 
427-4241 

Americana  Trade  Show 

Sept  14-18, 

1994 

Augsburg, 

Germany 

AF&RD 

Doug  Bienert 
427-4241 
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Activity /Event 

Date 

Location 

Department 

Contact 

World  Argo  ’94  Trade 

Show 

Sept  19-23, 
1994 

Moscow 

AF&RD 

Ed  Bristow 
427-4241 

Outgoing  Mission  - Food 
and  Hotel  China  ’94  First 
International  Food,  Drink 
Supermarket,  Hotel  and 
Catering  Supplies 

Exhibition 

Sept  26-29, 
1994 

Beijing,  PR 
China 

AF&RD 

Henry  Ip 
427-4241 

ABRAS  ’94  Trade  Show 

Sept  1994 

Rio  de  Janiero, 
Brazil 

AF&RD 

Doug  Bienert 
427-4241 

SIAL  Show 

Oct  23-27, 
1994 

Paris,  France 

AF&RD 

Penny  Mah 
427-4241 

Thersalaniki  International 
Fair 

Oct  1994 

Greece 

AF&RD 

Doug  Bienert 
427-4241 

Philippine  Embassy 
Promotion 

Oct  1994 

Manila, 

Philippines 

AF&RD 

Penny  Mah 
427-4241 

Outgoing  Mission  - Foods, 
Crops  and  Livestock 
Services 

Oct  1994 

Eastern  Europe 

AF&RD 

Doug  Bienert 
427-4241 

Farm  Fair 

Nov  8-11, 
1994 

Edmonton,  AB 

AF&RD 

Elton  Dunk 
427-4241 

Private  Label  Show 

Nov  1994 

Chicago,  IL 

AF&RD 

Dave  Rous 
427-4241 

Incoming  Beef  Cattle 
Mission  - China 

Nov  1994 

Alberta 

AF&RD 

Henry  Ip 
427-4241 

Chile  Exposition 

Nov  1994 

Osorno,  Chile 

AF&RD 

Doug  Bienert 
427-4241 

Elimentaria  ’94  Food  Fair 

Nov  1994 

Barcelona, 

Spain 

AF&RD 

Penny  Mah 
Doug  Bienert 
427-4241 

Incoming  Buying  Mission 
from  Guatemala,  El 
Salvador,  Tunisia, 

Colombia,  Germany 

Nov  1994 

Alberta 

AF&RD 

Doug  Bienert 
427-4241 

Canadian  Western 

Agribition 

Nov  1994 

Regina,  SK 

AF&RD 

Ed  Bristow 
427-4241 
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Activity /Event 

Date 

Location 

Department 

Contact 

International  Restaurant/ 
Hotel  Expo  of  the 

Americas 

Jan  1995 

Mexico  City 

AF&RD 

Elton  Dunk 
427-4241 

International  Vegetarian 
Food  Fair  (Pulses) 

Jan  1995 

Taiwan 

AF&RD 

Ab  Barrie 

427-4241 

Annual  Meat  Processors 
Convention 

Feb  1995 

Mexico 

AF&RD 

Elton  Dunk 
427-4241 

Canadian  Food  and 

Beverage  Show 

Feb  1995 

Ontario 

AF&RD 

Dave  Rous 
427-4241 

Western  States  Meat 
Association  Convention 

Feb  1995 

TBA 

AF&RD 

Dave  Rous 
427-4241 

Equitana  ’95 

Mar  4-12, 

1995 

Essen, 

Germany 

AF&RD 

Doug  Bienert 
427-4241 

National  Retailers 
Association  Trade  Show 
(ANTAD  ’95) 

Mar  25-28, 
1995 

Guadalajara, 

Mexico 

AF&RD 

Elton  Dunk 
427-4241 

Hannover  Fair 

Mar  29  - 
Apr  5,  1995 

Hannover, 

Germany 

ED&T 

Denny  Ross-Smith 
427-2005 

Outgoing  Mission  to 
develop  projects  in  the 
food  processing  sector 

Mar  1995 

Tyumen, 

Moscow, 

Almaty,  FSU 

ED&T 

Patti  Piironen 
427-4809 

Foodex  ’95  Trade  show 

Mar  1995 

Tokyo, Japan 

AF&RD 

Dianne  Hayward 
427-4241 

International  Fancy  Food 
and  Confection  Show 

Mar  1995 

San  Francisco, 
CA 

AF&RD 

Dave  Rous 
427-4241 

Grocery  Showcase  West 

Mar  1995 

Vancouver,  BC 

AF&RD 

Dave  Rous 
427-4241 

B.C.  Food  and  Hospitality 
Show 

Apr  1995 

Vancouver,  BC 

AF&RD 

Dave  Rous 
427-4241 

Market  Research  Studies  - 
Processed  Foods,  Meat 
and  Meat  By-Products, 
Processed  Forages 

1994-95 

North  Asia, 

Japan 

AF&RD 

Ed  Phillipchuk 
Dianne  Hayward 
Ab  Barrie 

427-4241 

Lindian  Pasture 
Development  Project 

Ongoing 

Heilongjiang 
Province,  China 

AF&RD 

Henry  Ip 

427-4241 

Agriculture,  Food  and 
Beverage  Solo  Shows 

TBD 

TBA 

AF&RD 

Dianne  Hayward 
Ed  Phillipchuk 
427-4241 
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Activity /Event 

Date 

Location 

Department 

Contact 

Canada  Food  Fairs 

TBD 

Japan 

AF&RD 

Dianne  Hayward 
Ed  Phillipchuk 
427-4241 

Alberta  Food  Products 

TBD 

California 

AF&RD 

Dave  Rous 
427-4241 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Architectural,  Engineering  and  Construction  Services 


* The  export  demand  for  architectural,  engineering 
and  construction  (AEC)  services  is  dependent  on 
providing  a recognized  or  specialized  capability 
and  the  ability  to  secure  joint  ventures  or 
strategic  partnerships. 

* The  primary  market  focus  for  AEC  services  will 
be  the  U.S.,  Mexico,  Central/South  America  and 
Southeast  Asia. 


International  Overview 

Architectural,  Engineering  and  Construction  services 
can  be  defined  as  those  used  in  the  design  and 
construction  of  residential,  commercial,  industrial 
and  institutional  buildings  and  facilities,  including 
directly  related  transportation  and  municipal 
infrastructure. 

World  trade  in  services  was  estimated  at  over  $800 
billion  in  1990  and  between  1975  and  1985  the 
average  annual  rate  of  growth  of  trade  was  8% . In 
1992  the  value  of  services  exported  from  Alberta  to 
countries  outside  Canada  was  estimated  at  $1.1 
billion.  Included  within  the  services  classification 
are  the  Architectural,  Engineering  and  Construction 
(AEC)  service  components.  Alberta’s  AEC  services 
have  significant  potential  in  the  export  market. 

Major  competitors  for  Alberta  AEC  services  are 
other  provinces,  the  U.S.,  and  specific  European 
OECD  countries  such  as  Britain,  France  and 
Germany.  Some  competition  is  also  emerging  in  the 
newly  industrialized  countries  (NICs)  such  as 
Mexico  and  India  and  some  of  the  South  American 
countries.  Korea  is  the  major  competitor  for 
construction  services  in  Southeast  Asia  and  is  active 
in  the  Middle  East  in  acquiring  the  majority  of  the 
work  under  the  $100  million  range.  Specific  trade 
barriers  tend  to  involve  foreign  investment 
requirements  and  government  procurement  policies. 
Other  factors  include  professional  qualifications 
recognition,  environmental  legislation,  building 
codes  and  materials  specifications  that  may  be 
unique  to  a certain  country. 


The  major  importers  of  services  are  the  U.S., 
Pacific  Rim  countries,  South  Asia,  Africa  and  the 
Middle  East.  The  Asia-Pacific  region,  where 
international  finance  institutions  (IFIs)  figure 
prominently,  should  benefit  the  AEC  sector  as 
should  IFI  projects  in  developing  countries.  New 
service  opportunities  are  also  starting  to  emerge  as 
a result  of  new  trade  policies,  multilateral  trade 
negotiations  and  changing  political  doctrines. 
Mexico,  Latin  America  and  Eastern  Europe  are 
areas  of  future  potential. 

Alberta  Position 


Architectural  Services 

As  of  1992,  there  were  307  practising  architectural 
firms  encompassing  575  full  Architects  and  66 
Interior  Designers  registered  for  professional 
membership  in  Alberta.  Architectural  services 
expertise  can  be  applied  to  facility  management, 
building  programming  and  construction,  restoration 
or  renovation  and  planning.  Hospital,  educational 
and  recreational  facilities  and  design  for  cold 
weather  construction  are  some  of  the  areas  in  which 
Alberta  architects  excel  and  this  expertise  can  be 
marketed  around  the  world. 


Consulting  Engineering  Services 

Approximately  22,000  professional  engineers 
practice  in  Alberta,  including  consulting  engineers 
who  are  the  major  exporters  of  engineering  services. 
Currently,  Alberta’s  consulting  engineering  industry 
employs  an  estimated  6,500  people  in  approximately 
500  firms  with  estimated  fee  billings  of  $1.2  billion. 
Alberta’s  large  multi-disciplinary  firms  are  capable 
of  handling  a wide  range  of  projects  and  include 
both  domestic  and  foreign  firms. 

Alberta’s  consulting  engineering  firms  have 
expanded  on  their  original  strengths  in  civil, 
municipal,  structural  and  environmental  projects  to 
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include  power  generation,  heavy  civil  and  process 
industry  engineering  and  project  management  skills 
for  major  oil  sands  and  pipeline  projects.  This 
diversity  of  experience  coupled  with  strong  technical 
skills  provides  the  foundation  for  significant  export 
expansion  of  these  services.  To  capitalize  on  this 
export  potential  requires  a combination  of  strategic 
partnerships,  improved  access  to  and  utilization  of 
technology,  improved  information  on  and  access  to 
markets  and  potential  projects,  improved 
management  and  cost  control  practices  and  improved 
marketing  skills.  The  Consulting  Engineers  would 
logically  lead  any  moves  to  other  markets  and  should 
be  strongly  supported  in  seeking  opportunities. 

Construction  Services 

In  broad  terms,  the  construction  contracting  industry 
consists  of  heavy  and  general  building  and 
engineering  contractors,  who  undertake  the 
construction  or  repair  of  entire  structures,  roadway, 
water  and  sewer  infrastructure,  and  trade 
contractors,  who  perform  specialized  services  such 
as  site  preparation,  and  structural,  mechanical  or 
electrical  work  on  buildings  and  industrial  facilities. 
Alberta’s  construction  industry  comprises  more  than 
3,000  construction  contractors  who  directly  employ 
approximately  82,000  people.  Many  of  Alberta’s 
construction  contractors  can  be  classified  as  small 
and  are  oriented  to  markets  within  Alberta.  Alberta 
contractors  have  had  success  in  bidding  work  outside 
Alberta  and  continue  to  seek  export  opportunities. 

Alberta  contractors  have  developed  specialized 
knowledge  and  expertise  and  have  gained  a 
reputation  for  quality  services.  The  value  of 
construction  in  Alberta  is  approximately  $9  billion 
annually.  However,  the  demand  for  construction 
services  in  Alberta  is  declining,  forcing  contractors 
to  look  for  opportunities  outside  the  province. 
Alberta’s  construction  industry  will  face  some  stiff 
competition  in  this  search.  As  in  the  consulting 
engineering  sub-sector,  export  orientation  for  the 
construction  industry  will  require  emphasis  on 
opportunity  identification,  strategic  alliances, 
marketing,  project  financing  and  the  acquisition  and 
application  of  new  technology. 


Strategic  Direction  and  Priorities 

The  Alberta  Government  and  Economic 
Development  & Tourism’s  role: 

The  primary  role  of  the  Alberta  government  in 
business  development  is  to  diversify  and  strengthen 
Alberta’s  economy  by  creating  a positive  business 
climate.  The  department  of  Economic  Development 
& Tourism  will  support  this  role  by  facilitating 
business  development  through  identifying  market 
opportunities,  assisting  with  the  development  of 
business  skills,  and  supporting  strategic  partnerships. 


AEC  Sector  Objectives 

• To  ensure  that  Alberta’s  AEC  sector  continues  as 
a strategic  opportunity  for  wealth  creation. 

• To  ensure  that  the  AEC  sector  plays  a role  in 
increasing  Alberta’s  exports  to  $24  billion  by  the 
year  1996. 

• To  play  a role  in  reaching  the  target  of  creating 
39,100  jobs  by  1997  in  the  Alberta  service  sector. 

• To  increase  strategic  alliances  and  sector 
integration  in  order  to  take  advantage  of  export 
opportunities. 

• To  support  an  industry-led  government/industry 
partnership  that  will  facilitate  research  and 
development,  technology  acquisition  or  transfer, 
information  services,  trade  and  marketing  policy, 
and  regulatory  and  legislative  review  or  revision. 

Strategic  Directions 

Strategic  directions  for  support  of  the  AEC  service 

sector  in  Alberta  as  a whole  include: 

• Undertake  an  Alberta  AEC  services  sector  study 
to  define  industry  scope  and  domestic  and  export 
value  and  to  establish  baseline  information  on 
which  to  set  targets  for  growth. 
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• Support  development  of  marketing  skills,  strategic 
partnering  skills  and  project  management 
programs  for  Alberta’s  AEC  sector  that  provide 
companies  with  increased  expertise  in  identifying 
opportunities  and  increasing  competitive  success. 

• Support  trade  negotiations  that  improve  the  ability 
of  Alberta  AEC  service  companies  to  compete  in 
the  international  market. 

• Support  use  of  third  party  financing,  such  as  that 
provided  by  international  financing  institutions,  in 
the  use  and  expansion  of  Alberta  AEC  services  in 
the  international  market. 

• Support  development  of  awareness  and  promotion 
tools  that  make  the  priority  international  markets 
aware  of  Alberta’s  AEC  services  and  companies, 
including  any  specialized  expertise. 

• Support  identification,  acquisition,  development 
and  use  of  technology  or  processes  that  improve 
the  international  competitive  position  of  Alberta’s 
AEC  service  sector. 

• Support  increased  integration  of  Alberta’s  AEC 
sector  to  improve  the  development  and  viability 
of  industry  associations,  the  formation  of  strategic 
alliances  and  joint  venture  opportunities,  as  well 
as  the  potential  for  increased  private  sector/public 
sector  cooperation. 


Market  Priorities 

Currently,  the  primary  marketing  focus  for  Alberta 
AEC  services  is  on  the  export  development  prospects 
for  Architectural  and  Engineering  services  in 
specified  market  niches. 

A study  of  the  export  development  potential  of 
Canadian  architectural  services  recognized  strong 
expertise  in  eight  major  market  niches,  of  which 
Alberta  firms  have  attributes  in  at  least  five: 

• Residential  development 

• Commercial  office  buildings 

• Educational  facilities 

• Health  facilities 

• Correctional  facilities 


Alberta  engineering  firms  have  recognized 
capabilities  in  similar  market  niches,  as  well  as 
notable  attributes  in: 

• Processing  facilities  - including  oil,  gas  and 
petrochemicals 

• Infrastructure  development 

• Environmental  solutions 

• "Cold  weather"  technology 

The  export  demand  for  AEC  services  is  largely 
dependent  upon  two  factors: 

• the  ability  to  provide  a recognized/specialized 
capability  as  per  the  market  niches  noted;  and, 

• the  ability  to  secure  joint  ventures  or  strategic 
alliances  with  regionally  based  counterparts 
and/or  prime  contractors. 

With  these  factors  in  mind,  a geographic  overview 
of  export  development  prospects  can  be  developed. 

Within  the  market  niches  identified  for  Architectural 
and  Engineering  services,  the  priority  markets  for 
proactive  market  activities  are: 

Priority  Markets 

United  States:  North  West,  North  East,  South  East 
Mexico 

Central/South  America 

South  East  Asia:  Japan,  Korea,  Taiwan 


Primary  Market  Area  - United  States 

Market  Objectives 

• To  use  Alberta  AEC  niche  market  and  specialized 
strengths  as  the  basis'  for  penetration  of  the  U.S. 
market. 

• To  support  the  use  of  strategic  alliances  and  joint 
ventures  as  a prime  method  of  participation  in 
major  public  projects  in  the  U.S. 

• To  support  the  liberalization  of  trade  in  AEC 
services  with  the  U.S. 
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• To  undertake  market  intelligence  and  project 
assessment  in  order  to  provide  Alberta  AEC 
service  companies  with  timely  information  on 
potential  opportunities  as  well  as  barriers  or 
market  concerns. 

U.S.  North  West  - Strategic  Directions 

• Focus  on  the  Industrial  project  category  of  AEC 
services,  with  emphasis  on  specialized  consulting 
services  related  to  environmental  projects. 

• Promote  strategic  alliances  with  U.S.  engineering 
firms  especially  on  environmental  projects. 

U.S.  North  East  - Strategic  Directions 

• Initiate  and  pursue  marketing  efforts  aimed  at 
potential  industrial  development  projects  and  the 
property  renovation  market  as  the  U.S.  economy 
recovers. 

U.S.  South  East  - Strategic  Directions 

• Focus  on  the  Institutional  and  Industrial  project 
categories,  especially  the  engineering  services 
components  of  these  categories. 

• Support  AEC  service  penetration  of  this  market 
through  profiling  and  promoting  Alberta  expertise 
in  the  design  and  application  of  energy-efficient 
building  technologies,  building  programming  and 
facility  management. 

• Initiate  and  pursue  market  intelligence  in  the 
Residential  and  Commercial  project  categories  in 
order  to  identify  specific  client  opportunities. 

Primary  Market  Area  - Mexico, 
Central/South  America 

Market  Objectives 

• To  support  Multilateral  or  Bilateral  trade 
negotiations  or  agreements  that  improve  the 
access  of  Alberta  AEC  services  to  the 
Central/South  American  market. 

• To  use  the  North  American  Free  Trade 


Agreement  (NAFTA)  to  expand  the  use  of 
Alberta  AEC  services  in  Mexico. 

• To  support  the  use  of  strategic  alliances  and  joint 
ventures  as  a prime  method  of  participation  in 
major  public  and  private  sector  projects  in  Central 
and  South  America. 

• To  use  Alberta  AEC  services’  specialized 
strengths  in  key  project  areas  as  a basis  for 
penetration  of  these  markets. 

Mexico  and  Central/South  America  - Strategic 

Directions 

• Focus  on  the  Industrial  project  category  with 
emphasis  on  engineering  services  for  oil,  gas, 
petrochemicals  and  associated  infrastructure 
development  and  on  environmental  projects. 

• Identify  key  strategic  alliance  or  joint  venture 
opportunities  for  projects  within  the  identified 
categories  and  ensure  that  the  appropriate  Alberta 
AEC  companies  are  informed  of  these  potential 
opportunities. 


Primary  Market  Area  - South  East  Asia 

Primary  Target  Countries  - Japan,  Taiwan  and 

Korea 

Market  Objectives 

• To  expand  the  use  of  Alberta  AEC  services 
within  South  East  Asia  by  targeting  the 
development  of  market  intelligence,  Alberta 
company  marketing  skills,  and  target  market 
awareness  and  promotional  programs  of  Alberta 
services  and  companies. 

• To  continue  to  support  the  introduction  of  AEC 
services  into  South  East  Asia  through  trade 
negotiations,  pilot  projects,  joint  ventures  and 
strategic  alliances. 

Japan  - Strategic  Directions 

• Focus  on  the  Residential,  Institutional  and 
Industrial  project  categories  of  AEC  services  with 
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emphasis  on  prefabricated  residential  units, 
company  employee  housing,  senior  citizens 
residences  and  industrial  engineering  projects 
related  to  oil  and  gas  development  in  third  world 
countries  financed  by  the  Japanese. 

• Support  the  establishment  of  joint  ventures  to 
assist  in  the  penetration  of  the  Japanese  market 
and  other  countries  within  the  S.E.  Asia  market 
area. 

• Participate  in  and  support  trade  negotiations  that 
will  improve  access  of  Alberta  AEC  services  and 
associated  products  to  the  Japanese  market. 

Korea  - Strategic  Directions 

• Focus  on  the  Institutional  and  Industrial  project 
categories  with  emphasis  on  company  employee 
housing  prospects  and  facility  management 
techniques  for  industrial  building  projects. 

• Support  the  establishment  of  joint  ventures 
regarding  Korean-financed  industrial  AEC 
projects  in  other  international  markets. 

• Initiate  trade  negotiations  and  marketing  efforts 
related  to  Korea’s  residential  housing  component 
so  that  Alberta’s  AEC  services  related  to  this 
category  are  favourably  positioned  as  this  area 
emerges  in  importance. 

Taiwan  - Strategic  Directions 

• Focus  on  the  Commercial  and  Institutional  project 
categories. 

• Support  the  establishment  of  joint  ventures  with 
Taiwan  companies  to  facilitate  penetration  of  this 
market. 


Reactive  Markets 

Markets  are  dynamic  and  evolutionary  and  in  order 
to  recognize  these  characteristics  some  flexibility 
must  be  built  into  an  export  strategy  to  allow 
reactive  measures  to  occur  and  respond  to  both 
market  changes  and  client  needs  or  to  allow  the 
collection  of  market  intelligence.  These  reactive 


market  designations  and  measures  should  be  noted 
and  they  should  be  kept  to  an  appropriate  level  in 
relation  to  the  primary  market  areas.  The  reactive 
markets  in  order  of  priority  are: 

• China  - Focus  on  developing  the  market  for  the 
Industrial  projects  categories  and  developing  the 
groundwork  for  entry  of  Alberta  AEC  services 
into  this  market  through  joint  ventures  or 
consortiums. 

• East  Europe/Russia  Republics  - Focus  on 
increasing  market  penetration  in  the  areas  of 
Residential,  Commercial  and  Industrial  project 
categories. 

• Africa  - Focus  on  developing  the  emerging 
market  opportunities  in  the  Commercial  and 
Residential  project  categories  of  AEC  services. 
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Activity  Plans 


Activity  /Event 

Date 

Location 

Department 

Contact 

World  Markets  at 

Your  Doorstep 
Conference  & Trade 
Show  (Trading  House 
Conference) 

Apr  5-6, 

1994 

Edmonton, 

AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 

422-6236 

Pacific  Coast  Builders 
Show 

June  1994 

San  Francisco, 
CA 

ED&T 

Greg  Yaremko 
427-4809 

Constructo  ’94 

Oct  1994 

Monterrey, 

Mexico 

ED&T 

Brian  Westlund 
427-4809 

Outgoing  Mission  to 
develop  projects  in  the 
construction  and 
engineering  sectors 

Nov  1994 

Poland,  Czech 
& Slovakia 

ED&T 

Don  Wilson 

427-4809 

Building  Ind.  Show 

Nov  1994 

Anaheim,  CA 

ED&T 

Greg  Yaremko 
427-4809 

Engineering  Services 
NEBS  Mission 

Jan  1995 

Seattle,  WA 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

National  Association 
of  Home  Builders 

Jan  1995 

Houston,  TX 

ED&T 

Don  Chinski 
427-4809 

Outgoing  Mission  to 
develop  projects  in  the 
housing  industry 

May  1995 

Croatia 

ED&T 

Julius  Nemeth 
427-4809 

Outgoing  Mission  to 
develop  projects  in  the 
housing  and 
construction 
technology  transfer 
industry 

Oct  1995 

Greece 

ED&T 

Julius  Nemeth 
427-4809 

Outgoing  Mission  to 
develop  projects  in  the 
construction  and 
engineering  sectors 

Nov  1995 

Poland,  Czech 
& Slovakia 

ED&T 

Don  Wilson 

427-4809 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Arts  and  Cultural  Industries 


* Alberta  has  vibrant  and  competitive  arts  and 
cultural  industries  with  strong  potential  for 
growth. 

* Arts  and  Cultural  Industries  are  increasingly 
incorporating  new  technologies  in  their  delivery. 

* The  Arts  and  Cultural  Industries  employ  a highly 
trained  workforce  which  should  continue  to  grow 
in  the  long-term. 

International  Overview 

Arts  and  Cultural  Industries  make  an  important 
contribution  to  many  national  economies  globally. 
They  were  responsible  for  generating  over  $200 
billion  worldwide,  and  approximately  $6  billion  in 
Canada  in  1991-92.  Projections  are  for  these 
revenues  to  grow  at  a rate  of  10  to  15%  annually. 

The  globalization  of  this  sector  has  increased  the 
level  of  competition  and  the  rewards  for  success. 
Increasingly,  companies  and  their  activities  are 
becoming  integrated  because  of  new  technologies 
and  delivery  mechanisms. 

Alberta  Position 

This  sector  is  divided  into  the  two  major  groupings 
of  "The  Arts"  and  "Cultural  Industries",  each  of 
which  is  further  subdivided  into  key  segments. 

The  Arts 

Steady  development  and  growth  in  size  and  revenue 
of  organizations  in  performing,  visual,  and  literary 
arts  over  the  past  30  years  are  important  indicators 
of  cultural  achievement  in  Alberta.  The  arts  sector 
employs  a highly  trained  and  educated  workforce, 
and  provides  a talent  pool  for  other  cultural 
industries.  The  arts  sector  has  restructured 
operationally  and  seeks  long-term  growth  through 
more  effective  marketing. 


The  Canadian  Arts  Consumer  Profile,  completed  in 
1992,  provides  a comprehensive  arts  audience  profile 
that  can  assist  arts  companies  in  developing  long- 
term domestic  planning  strategies.  Challenges  for 
the  arts  sector  include  below-average  incomes  for 
professional  artists,  growing  competition  for  leisure 
time,  and  increasing  costs  of  production. 


Visual  Arts 

Visual  arts  include  fine  arts  (painting,  sculpture, 
printmaking,  photography,  and  drawing),  crafts 
(wood,  clay,  glass,  fibre,  and  metal),  and  design 
(graphic,  interior,  industrial,  and  architecture). 

Trends  indicate  that  arts  industries  are  making 
increasing  use  of  the  latest  technological  advances  in 
advertising  and  promotions  (i.e.  videos,  CD  ROM). 

Demand  for  native  arts  and  crafts  is  very  high  in 
some  countries,  such  as  Japan  and  Germany. 
Overall,  export  market  information  is  very  limited. 

Priority  Markets  for  Visual  Arts  include: 

Hong  Kong  Germany 

United  States  (Chicago,  Canada  (British  Columbia, 

New  York,  New  Mexico,  Ontario) 

Los  Angeles)  The  Netherlands 

Japan 


Performing  Arts 

Performing  arts  include  dance,  music,  theatre, 
opera,  and  performance  art.  Information  about  total 
and  export  revenues  for  the  performing  arts  is  not 
complete.  In  1991,  there  were  46  professional 
companies  in  Alberta,  or  1 1 .6%  of  the  national  total. 
Revenue  from  these  companies  was  estimated  at 
$36.8  million  in  1991. 

Arts  Festivals  are  a major  growth  area  for  which 
information  is  available.  In  1992,  Alberta  Arts 
Festivals  (not  all  festivals  are  included)  grossed  $7.6 
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million  with  an  attendance  of  1.2  million  people. 
The  1990  Alberta  Non-Resident  Travel  Exit  Survey 
showed  that  540,982  or  13%  of  visitors  to  the 
province  attended  fairs  and  festivals. 

Despite  economic  challenges,  Alberta  has  a vibrant 
domestic  arts  industry  which  is  complemented  by  the 
success  large  and  small  arts  organizations  have 
achieved  in  visiting  abroad  and  in  attracting 
increasing  tourist  dollars.  The  high  quality  of  talent, 
expertise  and  an  extensive  infrastructure  of 
presenting  facilities  in  the  province  are  strengths. 

Priority  Markets  for  Performing  Arts  include: 

United  States  Japan 

Europe  (France,  Germany)  United  Kingdom 

Canada  (Edinburgh,  London) 


Cultural  Industries 

The  cultural  industries  grouping  includes 
independent  film,  video  and  television  production 
and  distribution,  sound  recording,  book  publishing, 
and  magazine  publishing. 

Film/Video/Broadcasting  Production  and 
Distribution 

This  grouping  includes  independent  films,  videos, 
and  television  production,  the  media  arts  or  art  film 
and  video,  and  commercial  distributors. 
Broadcasters  are  often  involved  as  sources  of 
investment  financing  for  productions. 

The  independent  film  and  video  production  industry 
is  very  active  in  Canada,  with  27  official 
international  co-production  treaties  currently  in 
place.  Co-productions  with  these  countries  and  co- 
ventures with  other  countries  such  as  the  United 
States  are  key  to  Alberta  producers,  allowing  them 
to  access  new  investment  sources  and  expanded 
international  markets  (e.g.  preferred  access  to  screen 
time  in  each  country). 

The  Canada/ Alberta  Agreement  on  the  Cultural 
Industries,  currently  in  its  final  phase,  provides 
assistance  to  independent  production  companies 


based  on  their  three-to-five-year  business  plans. 
Support  is  provided  for  the  creation  of  market-ready 
proposal  packages  and  travel  assistance  to  major 
markets  outside  Alberta  to  market  completed  films 
and  projects  seeking  co-production  financing  from 
broadcasters  or  distributors. 

A stable  indigenous  industry  retains  and  develops 
crews  and  production  talent  which  are  key  in 
attracting  foreign  productions  to  the  province.  The 
film  industry  has  been  responsible  for  approximately 
$111.4  million  in  direct  and  indirect  foreign 
investment  over  the  past  five  years.  National 
television  commercial  production  is  down,  however 
there  is  potential  for  Alberta  to  attract  foreign 
television  commercial  productions.  For  example,  in 
a six-week  period  in  1993,  $4  million  was  imported 
to  produce  nine  commercials  on  location  in  Alberta. 

The  portion  of  the  Alberta  film  industry  assisted  by 
the  Alberta  Motion  Picture  Development 
Corporation  (AMPDC)  was  a $34  million  industry  in 
1992,  up  by  86%  since  1988.  Over  the  period  from 
1989  to  1992,  indigenous  Alberta-developed  film 
and  television  projects  contributed  $92.5  million  to 
the  Alberta  economy,  and  created  1,490  jobs,  while 
foreign  films  attracted  to  Alberta  for  production 
contributed  $1 1 1 .4  million  and  1,847  jobs.  In  1993, 
total  film  production  (both  indigenous  and  foreign) 
resulted  in  direct  expenditures  in  Alberta  of  $46 
million,  creating  1,646  jobs,  and  having  a total 
economic  impact  of  over  $92  million. 

With  the  combined  efforts  of  the  Film 
Commissioners  Office  and  on-going  support  for 
AMPDC,  it  is  estimated  that  over  the  next  three 
years,  $175  million  of  Alberta  co-production/co- 
venture  activity  will  occur  and  an  additional  $75 
million  worth  of  foreign  production  filming  in 
Alberta  will  be  attracted.  The  entire  commercial 
film  and  television  industry  in  Alberta  (including 
corporate  video,  broadcaster,  and  commercial 
production)  was  estimated  to  be  worth  $70  million  in 
1992.  There  is  potential  for  significant  growth  over 
the  next  five  years. 

There  are  significant  advantages  to  holding  national 
and  international  marketing  and  networking  events 
within  the  province  which  attract  foreign  buyers  to 
Alberta  (e.g.  the  Banff  Television  Festival). 
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Media  Arts  include  the  production  of  feature  art 
films  and  videos  and  creative  commercials,  and 
involve  the  export  of  productions  and  artists.  There 
are  currently  600  producing  members  (directors  and 
producers)  in  Alberta  working  through  six  artist-run 
production  centres  in  Alberta.  These  production 
centres  receive  some  operating  assistance  from  the 
Alberta  Foundation  for  the  Arts. 

Priority  Export  Markets  for  Independent  Film/Video 
Production/Distribution  include: 


Attracting  Foreign  Selling  Finished  Alberta 

Production  Product 


Existing 

Emerging 

Existing 

Emerging 

United  States 

Eastern 

United  States 

Asia 

Europe  (UK, 

Europe 

Australia/ 

Eastern 

Scandinavia, 

Latin 

New  Zealand 

Europe 

France) 

America 

Europe  (UK, 

Latin 

Japan 

Asia 

Scandinavia, 

America 

Hong  Kong 

Germany) 

Australia/ 

New  Zealand 

This  component  is  growing  in  importance  in  the 
province.  Over  a four  year  period  ending  in  1989, 
approximately  SI. 4 million  in  production  resulted 
from  an  investment  of  $110,000  by  the  Alberta 
Foundation  for  the  Arts,  a ratio  of  10  to  1 . In  1992, 
approximately  five  productions  were  purchased  by 
out-of-province  galleries.  Actual  values  of  these 
productions  are  unknown. 

Priority  Markets  for  Media  Arts  include: 

Existing 

Canada 
United  States 

Europe  (France,  Germany) 

Japan 


Sound  Recording 

The  sound  recording  industry  is  becoming  very 
strong  in  Alberta,  with  an  estimated  value  of  $12 
million  in  1991  (1993,  Balcon  Study).  While  all 
work  to  a master  recording  stage  can  be  done  in 
Alberta,  it  is  not  possible  to  manufacture  multiple 


copies  of  compact  disks  (CDs),  the  increasingly 
popular  format  for  sound  recording,  in  the  province. 
Production  of  CDs  is  undertaken  in  Vancouver  or 
Toronto. 

The  quality  of  sound  recording  continues  to 
improve,  and  it  is  therefore  necessary  for  the 
industry  in  Alberta  to  ensure  that  the  most  up-to-date 
equipment  is  available  for  artists  to  produce  their 
master  recordings.  Some  investment  support  has 
been  made  available  to  the  sound  recording  industry 
through  the  Canada/Alberta  Agreement  on  the 
Cultural  Industries. 

Priority  Markets  for  Sound  Recording  include: 

Existing 

Western  Canada 

Germany  (country  and  western) 

Western  United  States 
United  Kingdom 

Book  Publishing 

Alberta  has  a strong  book  publishing  industry,  with 
30  companies  publishing  150  titles  per  year  and 
reporting  a minimum  of  $20  million  in  sales  in 
1991.  Of  these  sales,  about  75%  are  outside 
Alberta,  including  20%  internationally.  The  last 
formal  study  of  this  industry  was  completed  in  1985, 
and  a new  survey  is  planned  in  1994/95. 

Access  to  the  Canadian  market  is  a major  challenge 
for  Canada  and  Alberta’s  publishers,  whose  main 
competition  is  multinational  companies  from  other 
English-speaking  countries.  The  Canada/Alberta 
Agreement  on  the  Cultural  Industries  and  the  Alberta 
Foundation  for  the  Arts  have  assisted  Alberta 
companies  to  compete  nationally  and  internationally 
in  all  aspects  of  publishing,  including  product 
development,  sales,  marketing  and  distribution 
systems,  and  professional  development. 

International  marketing  of  both  existing  copies  and 
co-publishing  opportunities  is  crucial  for  company 
survival.  Alberta  companies  have  become 
international  market  leaders  in  some  genre  areas.  A 
healthy  publishing  industry  supports  ancillary 
industries  such  as  graphic  arts  and  printing. 
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Opportunities  exist  for  the  development  of  additional 
competitive  high  quality  production  capacity  and 
delivery  mechanisms,  such  as  CD  ROM. 

Priority  Markets  for  Book  Publishing  include: 

Existing  Emerging 

Canada  China 

United  States  Former  Soviet 

United  Kingdom  & Commonwealth  Union 

Europe  (Germany,  Scandinavia) 

Japan 

Magazine  Publishing 

The  magazine  publishing  industry  in  the  province  is 
emerging  as  an  important  contributor  to  the  Alberta 
economy,  with  approximately  180  titles  accounting 
for  direct  annual  expenditures  of  $25  million  and 
586  jobs  in  1991  (Alta  Periodical  Industry  Study). 
At  present,  one  third  of  these  titles  have  more  than 
half  their  readership  outside  Alberta,  and  market 
share  in  North  America  is  steadily  growing. 


Strategic  Direction  and  Objectives 


Objectives 

All  sub-sectors  have  similar  objectives,  as  follows: 

• increase  exposure  of,  and  demand  for,  Alberta  arts 
and  cultural  industries  products  internationally; 
and 

• identify  key  indicators  for  each  sub-sector  to 
enable  collection  of  baseline  information  about  the 
sub-sector,  and  ongoing  monitoring  of  its  growth. 


• Work  with  federal  government  and  industry  to 
develop  provincial  profiles  of  arts  and  cultural 
industries  and  to  develop  better  baseline 
information  for  improved  measurement  of  results 
and  comparison  with  other  provinces. 

• Improve  information  sharing  about  international 
market  opportunities. 

• Increase  collaboration  with  tourism,  trade  and 
commercial  specialists  in  government  and  private 
sector  to  increase  awareness  of  arts  and  cultural 
industries  to  enable  them  to  incorporate 
appropriate  "arts"  in  marketing  initiatives  in  order 
to  maximize  international  publicity  and  awareness 
of  this  sector. 

• Enhance  the  capacity  of  arts  and  cultural  industry 
firms  to  undertake  international  marketing  of 
export-ready  products,  either  on  their  own  or  in 
conjunction  with  other  trade  sector  missions,  trade 
shows,  embassies,  and  so  on. 

• Work  with  industry  to  develop  education  programs 
to  assist  artists  in  making  products  export  ready, 
to  encourage  more  cooperation  by  all  players,  and 
to  develop  more  proactive  marketing  skills 
appropriate  to  priority  markets  of  interest. 

• Help  cultural  industries  companies  to  market  their 
export  ready  products  and  to  secure  foreign 
investment  through  access  to  major  marketplaces 
and  key  festivals  in  Canada  and  the  world. 

• Work  with  governments,  agencies,  and  the 
financial  community  to  encourage  changes  in 
investment  climate. 


Strategic  Directions 

Strategic  directions  for  the  sub-sectors  are  very 
similar  and  are  identified  below.  Any  that  are 
specific  to  a sub-sector  are  noted. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

Bologne  Children’s  Book 
Fair 

Apr  7-19, 

1994 

Bologne,  Italy 

Community 

Development 

(CD) 

Ruth  Bertelson 
427-6315 

MIP  TV 

Apr  14-20, 
1994 

Cannes, 

France 

Economic 
Development  & 
Tourism  (ED&T) 

Lindsay  Cherney 
427-2005 

4th  International  Book 

Fair,  Prague 

May  12-15, 
1994 

Prague,  Czech 

CD 

Ruth  Bertelson 
427-6315 

American  Booksellers 
Association  Convention 

May  28-31, 
1994 

Los  Angeles, 
CA 

CD 

Ruth  Bertelson 
427-6315 

Banff  TV  Festival 

June  1994 

Banff,  AB 

ED&T 

Lindsay  Cherney 
427-2005 

International  Festivals 
Association  Trade  Show 

Aug  4-15, 
1994 

Stockholm, 

Sweden 

CD 

Gail  Barrington-Moss 
427-6315 

Hong  Kong  International 
Book  Fair 

Aug  1994 

Hong  Kong 

CD 

Ruth  Bertelson 
427-6315 

Western  Alliance  of  Arts 
Administrators 

Sept  6-11, 
1994 

Phoenix,  AZ 

CD 

Gail  Barrington-Moss 
427-6315 

International  Festivals 
Association  Trade  Show 

Sept  23-27, 
1994 

St.  Paul,  MN 

CD 

Gail  Barrington-Moss 
427-6315 

Toronto  Film  Festival 

Sept  1994 

Toronto,  ON 

ED&T 

Lindsay  Cherney 
427-2005 

CAPACOA  (Canadian 

Arts  Presenters 

Association) 

Sept  1994 

Ottawa,  ON 

CD 

Gail  Barrington-Moss 
427-6315 

Vancouver  Film  Festival 

Oct  1994 

Vancouver, 

BC 

ED&T 

Lindsay  Cherney 
427-2005 

New  Art  Forms  in 

Chicago 

Oct  1994 

Chicago,  IL 

CD 

Ross  Bradley 
427-6315 

MIP  Com 

Oct  1994 

Cannes, 

France 

ED&T 

Lindsay  Cherney 
427-2005 

Association  of  Performing 
Arts  Presenters 
Conference/Trade  Show 

Dec  1994 

New  York, 

NY 

CD 

Gail  Barrington-Moss 
427-6315 

NATPE  (National  , 
Association  & TV 

Jan  23-26, 
1995 

Las  Vegas, 

NV 

ED&T 

Lindsay  Cherney 
427-2005 

Program  Execs) 
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Activity /Event 

Date 

Location 

Department 

Contact 

Sundance  Film  Festival 

Jan  1995 

Park  City,  UT 

ED&T 

Lindsay  Cherney 
427-2005 

Pacific  Northwest  Booking 
Conference/Trade  Show 

Jan  1995 

TBD 

CD 

Gail  Barrington-Moss 
427-6315 

Art  Fair/Seattle 

Feb  1995 

Seattle,  WA 

CD 

Ross  Bradley 
427-6315 

London  International  Book 
Fair 

Mar  1995 

England 

CD 

Ruth  Bertelson 
427-6315 

Southex  (International 

Craft  & Giftware  Trade 

Fair) 

Spring/Fall 

Edmonton, 

AB  & 
Vancouver, 

BC 

CD 

Ross  Bradley 
427-6315 

Major  Canadian  Craft 

Fairs  in  Toronto  & Ottawa 

Spring/Fall 

Toronto  & 
Ottawa,  ON 

CD 

Ross  Bradley 
427-6315 

Metier  des  Arts 

Fall 

Montreal,  PQ 

CD 

Ross  Bradley 
427-6315 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 

individual  identified. 
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Biotechnology/Medical  and  Health  Care  Products  and  Services 


* The  biotechnology , pharmaceutical,  medical  and 
health  care  products  and  services  are  emerging 
sectors  in  Alberta  with  tremendous  potential  for 
the  future.  Growth  rates  of  global  activity  in 
these  areas  are  expected  to  be  dramatic  in  the 
coming  years. 

* Alberta  has  excellent  infrastructure  support, 
enabling  world  class  research  capabilities  and 
strategic  partnerships  between  universities, 
research  centres  and  private  industry. 


International  Overview 

This  sector  includes  biotechnology,  pharmaceuticals, 
and  medical  and  health  care  products  and  services. 
Each  is  defined  and  considered  separately  within  this 
section. 


Biotechnology 

Biotechnology  can  be  applied  in  many  sectors,  such 
as  agriculture,  forestry,  food,  energy,  human  and 
veterinary  health  care,  and  chemicals.  Products 
include  those  used  for  diagnostic  or  therapeutic 
purposes,  including  drugs.  Alberta’s  companies  are 
principally  active  in  research  and  development. 
Some  have  products  in  the  pre-marketing  phase. 

While  bio-industries  currently  represent  only  a small 
segment  of  global  economic  activity,  tremendous 
growth  and  far-reaching  implications  for  other 
sectors  make  them  strategically  important. 

Health  care  is  the  primary  market  for 
biotechnological  innovation  at  present,  but 
agriculture  and  environmental  protection  are  major 
emerging  markets.  Environmental  protection  has 
major  implications  for  forestry,  energy,  and 
chemical  industries.  Growth  potential  in  these 
sectors  could  eventually  exceed  that  of  health  care. 


Globally  there  are  3,000  to  4,000  firms  with 
combined  annual  sales  of  $5-7  billion  and 
employment  in  the  200,000  range. 

The  United  States  surpasses  all  nations  in  the 
development  of  the  biotechnology  sector,  leading  in 
international  research  investment  over  the  past 
several  decades.  Currently  there  are  about  1,300 
firms  in  the  biotechnology  industry  in  the  U.S. 
Japan  trails  the  U.S.  in  the  commercialization  of 
biotechnology,  but  is  rapidly  expanding,  largely  due 
to  the  importation  of  research  and  technology 
results. 

In  Europe,  many  biotechnology  companies  have 
been  established  as  a result  of  industry  programs 
introduced  by  the  European  communities. 

Indigenous  bio-industries  are  at  early  stages  of 
development  in  the  Pacific  Rim  and  Latin  America 
with  the  help  of  government  support.  This  emerging 
market  presents  opportunities  for  alliances  to  access 
developing  markets  in  return  for  technology  and 
knowhow. 

In  all  geographic  areas,  long  lead  times  and  costly 
development  and  approval  processes  make  business 
alliances  essential  for  some  companies  in  the 
biotechnology  field.  More  than  any  other  industry, 
biotechnology  relies  on  the  ability  to  develop 
international  alliances  for  research,  investment,  and 
marketing.  Canada’s  International  Trade  Business 
Plan  estimates  that  U.S.  firms  formed  more  than 
1,000  strategic  alliances  with  other  U.S.  firms  as 
well  as  European  or  Japanese  companies  between 
1975  and  1991. 

Canadian  resource-based  companies  have  been  slow 
to  adopt  productivity-enhancing  biotechnology  and 
processes.  Canadian  biotech  companies,  however, 
have  been  quite  successful  in  allying  themselves  with 
foreign  companies  for  capital,  research  and 
distribution  capabilities  in  order  to  compete 
internationally. 
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In  Canada,  there  is  strong  public  financial  support 
for  biotechnology  research  in  health  care, 
agriculture,  forestry  and  other  key  disciplines.  It  is 
recognized  as  a leader  in  biotech  applications  in 
agriculture.  The  Canadian  tax  environment  is  also 
conducive  to  in-house  Research  and  Development 
(R&D)  for  small  and  medium-sized  firms.  As  a 
consequence,  clinical  and  field  trial  capabilities  are 
excellent.  In  addition,  there  is  substantial  technology 
transfer  within  university  and  government 
laboratories  in  Canada. 

Canadian  firms  will  be  challenged  to  bring  higher 
quality  products  and  services  to  market  with  less 
development  time  and  at  lower  costs. 

Pharmaceutical  products  are  those  used  in  the 
prevention  and  treatment  of  disease.  Products 
include  prescription  drugs  both  branded  and  generic, 
self-medication  products,  vaccines,  and  nutritional 
products.  The  markets  for  pharmaceutical  products 
are  physicians,  retail  and  hospitals. 

The  pharmaceutical  sector  has  important  industrial 
linkages  with  medical  devices,  biotechnology  and 
fine  chemicals  and  uses  the  services  of  domestic 
packaging  suppliers,  bulk  chemicals,  advertising 
agencies  and  wholesalers.  It  has  become  a source  of 
capital  for  biopharmaceutical  institutions. 

Medical  and  Health  Care  Products  and 
Services 

Medical  devices  are  the  largest  component  and  may 
be  generally  defined  as  health  care  products  used  for 
diagnostic  or  therapeutic  purposes  which  are  not 
drugs  or  medicines.  Health  and  Welfare  Canada 
defines  over  6,000  classes  of  medical  devices. 
Products  can  fall  into  a number  of  markets, 
including  hospital  and  institutional,  home  care, 
scientific  and  laboratory,  and  safety. 

The  high  technology  segments  of  the  medical  devices 
industry  are  strongly  connected  to  biotechnology, 
advanced  materials  and  information  technologies,  but 
there  are  also  linkages  to  other  industrial  sectors, 
including  electronics,  chemicals,  machinery,  textiles, 
plastics,  glass,  wood  products  and  services. 


Health  services  include  a wide  range  of  professional 
services  utilized  by  the  government’s  laboratories, 
hospitals,  community  health  agencies,  and  insurance 
providers.  Private  sector  services  include 
laboratories,  consulting  services  (including 
information  systems),  environmental  management, 
hospital  support  services  (such  as  dietary  and 
housekeeping),  distributors  including  retailers,  and 
insurance. 

Opportunities  are  understood  to  be  in  specific  high- 
growth  product  niches,  including  home  care  and 
products  for  the  aged  and  disabled,  medical  lasers, 
cardiovascular  devices,  biosensor,  immuno- 
diagnostics,  and  blood  screening  and  handling 
products.  More  generally,  cost-reducing  and 
outpatient  technologies  will  experience  greater 
demand  as  all  countries  grapple  with  health  care 
resource  constraints. 

The  world  market  for  health  care/medical  products 
grew  to  US  $71  billion  in  1991  and  is  forecast  to 
grow  5%  to  7%  annually  to  the  year  2000.  Certain 
segments  may  experience  growth  rates  in  excess  of 
20%. 

The  United  States  dominates  nearly  every  field  in  the 
medical  and  health  care  sector  and  is  particularly 
strong  in  the  more  technologically  advanced  product 
areas.  Their  1990  market  share  was  estimated  at  US 
$30  billion  or  42%.  U.S.  companies  have  made 
enormous  commitments  to  R&D  in  medical 
technologies  to  develop  this  leading  position.  Many 
U.S.  medical  and  health  care  companies  are  expected 
to  expand  overseas  in  the  near  future  as  a result  of 
moderate  growth  in  domestic  markets. 

Tightening  of  the  health  care  products  and  services 
market  in  the  United  States  has  also  affected  non- 
U.S.  exporters.  For  the  first  time  in  four  years, 
health  care  imports  into  the  U.S.  grew  by  less  than 
5%,  despite  aggressive  marketing  efforts  by 
European  and  Japanese  competitors. 

European  medical  devices  companies  produce  only 
30%  of  the  volume  of  their  U.S.  counterparts.  The 
industry  in  Europe  is  characterized  by  many  small 
enterprises  specializing  in  a small  number  of  closely 
related  products  in  narrowly  defined  niche  markets. 
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European  companies  targeting  the  U.S.  have 
experienced  stagnating  markets,  while  exports  to 
Japan  have  more  than  doubled  between  1985  and 
1990. 

Japan  appears  to  be  a growing  market  for  this 
sector,  particularly  in  products  for  the  elderly. 
Internationally,  Japan  is  a distant  third  as  producer 
of  medical  and  health  care  equipment  (in  1990  - 
17%  market  share). 

Canada’s  share  of  the  world  market  in  1990  was 
3.2%  or  US  $2.3  billion.  Domestically,  80%  of  the 
Canadian  market  is  satisfied  by  imports,  largely 
from  the  U.S. 

Research  and  development  appears  critical  for  the 
medical  and  health  care  products  industries.  For 
smaller  companies  lacking  significant  financial 
resources  to  conduct  wide-scale  R&D,  niche 
marketing  appears  to  be  the  key,  as  supported  by  the 
European  experience.  Focused  R&D  efforts  through 
cooperative  arrangements  with  other  companies  and 
research  organizations  are  also  possible. 

Canada  has  been  one  of  the  world’s  leading 
consumers  of  medical  devices,  over  the  past  15 
years.  The  medical/health  care  industry  in  Canada 
consists  of  800  companies  producing  1,500 
categories  of  products.  These  firms  have  50  or  less 
employees,  are  export-oriented,  and  are  world 
leaders  in  technologies  and  innovative  devices. 
Challenged  by  international  competition,  Canadian 
companies  are  expected  to  increasingly  introduce 
higher  value-added  products  to  serve  global  markets. 

Although  representing  only  10%  of  the  companies 
operating  in  Canada,  subsidiaries  of  foreign-based 
multinationals  dominate  the  Canadian  marketplace. 
These  are  mostly  larger  companies  manufacturing 
some  product  lines  in  Canada  for  the  domestic 
market  as  well  as  marketing  and  distributing  parent- 
company  products  in  Canada.  Recently, 
rationalization  in  some  of  these  companies  has 
resulted  in  plant  closures  and  job  losses  in  Canada, 
as  well  as  little  investment  in  R&D  by  these  firms. 


making  Canadian  operations  part  of  the  corporate 
global  strategy. 

Major  obstacles  to  further  development  of  this 
industry  in  Canada: 

• Lack  of  world  product  mandates  for  Canadian 
subsidiaries  has  slowed  manufacturing  of 
technology-intensive  products  and  limited  the 
ability  of  Canadian  manufacturers  to  compete  in 
an  emerging  global  market  for  technology- 
intensive products. 

• Lack  of  investment  capital  is  impeding  the 
development  of  many  start-up  and  early-stage 
firms. 

International  business  development  opportunities  for 
Canadian  health  care/medical  products  manufacturers 
and  service  providers  exist  in  the  following  areas: 
imaging,  in-vitro  diagnostics,  assistive  devices,  and 
cardiovascular  devices. 

These  sub-sectors  will  be  encouraged  by  the  federal 
government,  as  will  companies  producing  devices 
that  are  sensitive  to  cost  containment  pressures  and 
firms  focusing  on  the  commercial  development  of 
other  higher  value-added  devices.  The  focus  will  be 
on  the  U.S.  and  European  markets.  Objectives  will 
be  to  attract  world  product  mandates  to  Canada  from 
larger  multinationals,  as  well  as  to  establish 
international  partnerships  involving  investment, 
marketing  and  technology  with  U.S.  and  European 
partners. 

Some  opportunities  exist  in  Asian  countries  for 
design  and  construction  of  health  care  facilities. 
Also,  hospital  management  expertise  is  in  demand  in 
the  developing  nations  and  the  U.S.  is  competing 
aggressively  in  this  area. 


Alberta  Position 

Biotechnology/Pharmaceuticals 

In  Alberta,  biotechnology  and  pharmaceuticals  are 
for  the  most  part  focused  on  R&D.  The  provincial 
government  is  committed  to  the  advancement  of  this 


A number  of  Canadian  subsidiaries,  however,  have 
attempted  to  influence  their  corporate  headquarters 
to  request  R&D  or  export  manufacturing  mandates, 
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sector.  It  spends  more  per  capita  on  research  and 
development  than  any  other  province  in  Canada, 
primarily  through  grants  from  the  Alberta  Heritage 
Foundation  for  Medical  Research. 

The  result  of  this  thrust  can  be  seen  in  Alberta’s 
research-oriented  universities  and  highly  regarded 
technical  training  institutes.  It  is  visible  in  new  and 
superbly  equipped  biotechnology  research  facilities 
and  medical  science  complexes;  and  it  is  apparent  in 
a growing  community  of  biotechnology/pharma- 
ceutical companies,  many  based  on  partnerships 
involving  government,  university  and  the  private 
sector. 

The  extensive  research  of  the  universities,  research 
institutes  and  centres  has  resulted  in  the  development 
of  spin-off  companies.  Included  are:  Alta  Genetics 
Inc.,  Biomira  Inc.,  Biotex  Laboratories  Inc., 
Synphar  Laboratories  Inc.,  Synthetic  Peptides 
Incorporated  (SPI),  CV  Technologies  Inc.  and  Janus 
Technologies  Inc. 

Medical  and  Health  Care  Products  and 
Services 

Alberta  has  a relatively  small  number  of  goods 
producing  (manufacturing)  companies  competing  in 
medical  devices,  producing  a fragmented  array  of 
products.  The  approximately  100  Alberta  companies 
in  this  field  are  mainly  small  owner-operated  firms 
serving  niche  markets.  Company  size  is  usually  in 
the  range  of  5 to  15  employees.  The  market 
segments  in  which  Alberta  firms  focus  show  some 
strength.  These  include  medical  electronics, 
analytical  and  diagnostic  products,  disabled  and 
rehabilitation  equipment  and  services,  and  chemicals. 
Health  care  companies  are  exporting  or  wanting  to 
export. 

Even  though  the  number  of  Alberta  firms  has 
doubled  over  the  past  few  years,  there  is  still  a lack 
of  critical  mass  to  support  self-sustaining 
development  and  growth.  Alberta’s  existing 
strengths  provide  an  attractive  base  for  investment  in 
the  Alberta  medical  devices  industry.  Among  those 
strengths  are:  favourable  regulatory  environment; 
highly  skilled  health  scientists,  researchers  and 


technical  personnel;  and  a well  developed  research, 
science  and  technology  infrastructure.  Under 
current  trade  agreements,  Alberta  has  also  emerged 
as  an  appealing  gateway  to  the  large  North  American 
medical  devices  market. 


Infrastructure  Support  in  Alberta 

A major  factor  for  all  three  sectors  is  the  excellent 
infrastructure  support  that  has  been  developed  in 
Alberta.  This  support  structure  allows  for  world- 
class  research  capabilities  and  strategic  partnerships 
between  universities,  research  centres,  and  private 
industry. 

The  Alberta  Heritage  Foundation  for  Medical 
Research  (AHFMR) 

• The  Alberta  Heritage  Foundation  for  Medical 
Research  (AHFMR)  contributes  about  $32 
million  annually  to  research  efforts  of  more  than 
150  scientists,  from  both  Alberta  and  throughout 
the  world  (primarily  in  the  health  care  sector). 
These  research  efforts  are  in  the  fields  of 
biotechnology,  medicine,  and  pharmaceuticals. 
To  date,  Foundation  funds  have  helped  train 
hundreds  of  students  and  provide  equipment  for 
nearly  300  laboratories  within  the  Universities  of 
Alberta  and  Calgary. 

• Foundation-supported  researchers  in  Alberta’s 
universities  and  hospitals  are  discovering  new 
ways  to  diagnose  and  treat  diseases.  The 
Foundation  has  invested  in  two  major  laboratory 
complexes  - the  Heritage  Medical  Research 
Buildings  in  Edmonton  and  Calgary.  The 
Foundation’s  Technology  Commercialization 
Program  provides  seed  capital  to  researchers  in 
Alberta-based  businesses  and  universities  for  the 
development  of  new  biomedical  products  and 
processes.  Phase  III  of  the  Technology 
Commercialization  Program  provides  funding  to 
Alberta  firms  and  entrepreneurs,  as  well  as  to 
scientists,  to  support  prototype  development, 
testing  of  new  drugs  and  devices  in  a laboratory 
environment,  and  clinical  trials  of  promising  new 
drugs  and  devices. 
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• The  AHFMR  was  recently  acclaimed  by  an 
international  board  of  review  for  establishing 
Alberta  as  one  of  the  major  medical  research 
centres  in  North  America. 

• The  numerous  medical  research  achievements  in 
Alberta  include: 

- superior  diagnostic  methods; 

- novel  research  techniques; 

- exceptional  equipment  support  from  AHFMR 
giving  Alberta  researchers  a competitive  edge; 

- new  drug  therapies; 

- identification  of  mechanisms  of  action  in 
drugs; 

- identification  of  receptor  molecules  for  protein 
or  enzymes  information; 

- collaboration  between  researchers  and 
multinational  pharmaceutical  companies; 

- establishment  by  AHFMR  scientists  of  an 
extensive  and  very  sound  program  of  basic 
research  in  a number  of  areas;  and 

- development  of  new  vaccines  and 
improvement  of  existing  vaccines. 

• New  health  care  products,  new  tools  and 
patentable  techniques  are  emerging  from 
AHFMR-supported  labs.  Projects  funded  by  the 
AHFMR  Technology  Commercialization 
Program  have  formed  the  basis  of  new 
companies,  led  to  some  projects  being  patented 
and  marketed,  advanced  work  on  other  projects, 
and  most  recently  allowed  for  the  performance 
of  clinical  investigations. 

Universities  of  Alberta  and  Calgary 

• The  University  of  Alberta,  in  Edmonton,  is 
Canada’s  second  largest  university  with  more 
than  25,000  full-time  students,  3,165  of  whom 
are  full-time  graduate  students  (1992-93 
semester).  The  U of  A is  affiliated  with  21 


research  institutes  and  is  widely  considered  to  be 
one  of  Canada’s  premier  teaching  and  research 
institutions. 

• An  International  Properties  and  Contracts  Office 
helps  industry  access  U of  A research.  Many 
technologies  have  been  developed  at  the 
University  of  Alberta  as  a result  of  extensive 
research  and  the  university  Technology  Transfer 
Program. 

• The  University  of  Calgary  has  established  a 
strong  medical  research  base.  The  Faculty  of 
Medicine  teaching  and  research  space 
encompasses  49,000  sq.  metres.  The  overall 
objective  is  to  ensure  that  advances  in  bio- 
medical knowledge  are  transferred  to  the  clinical 
area  to  improve  care  given  to  patients  with  a 
variety  of  diseases.  The  ability  to  conduct 
patient-based  investigations  is  greatly  aided  by 
the  excellent  relationship  and  cooperation  of  the 
Foothills  Medical  side,  between  the  Faculty  of 
Medicine,  Foothills  Hospital  and  Tom  Baker 
Cancer  Centre.  The  University  has  established 
strong  research  groups. 

• The  University  of  Calgary  has  one  of  the  largest 
and  most  respected  groups  of  molecular 
biologists  in  Canada  and  is  acknowledged 
internationally  for  its  pioneering  work  in  embryo 
manipulation  and  gene  transfer  in  domestic 
livestock.  The  University’s  research  expertise 
has  spun  off  a number  of  successful 
biotechnology  ventures  such  as  Alta  Genetics 
Inc. 

• The  extensive  R&D  activities  of  the  Universities 
of  Alberta  and  Calgary  have  led  to  the  creation 
of  research  institutes  and  centres  which  bring 
together  experts  to  conduct  world  class  research 
and  provide  a means  of  coordination  and 
cooperation  among  researchers. 

• The  University  of  Calgary  incorporated  its 
. technology  transfer  program  into  University 

Technologies  Inc.  (UTI)  in  1988.  UTI  is  a spin- 
off company  established  to  commercialize 
research  for  a profit.  The  mandate  is  to  transfer 
technologies  and  products  developed  at  the 
university  and  Foothills  General  Hospital  to  the 
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private  sector.  UTI  provides  its  clients  with: 
assessment  of  the  commercial  potential  of  the 
product  or  technology  and  idea  protection; 
market  analysis;  determination  of  the  economic 
feasibility  and  commercialization 
recommendations;  and  negotiation  of  a mutually 
acceptable  agreement  for  the  inventor  and  the 
university. 

Alberta  Research  Council 

• Biotechnology-based  companies  in  Alberta  can 
lower  the  capital  costs  associated  with 
biotechnology  product  and  process  development 
by  using  the  facilities  and  expertise  available 
within  the  Alberta  Research  Council’s 
Biotechnology  Department.  The  Department 
acts  as  a valuable  bridge  between  laboratory 
research  and  the  production  of  new  products. 
The  biotechnology  complex  houses  spacious 
laboratory  and  plant  growth  facilities,  as  well  as 
a scale-up  fermentation  pilot  plant  that  is  unique 
in  Canada.  The  Department  was  established  to 
encourage  the  development  of  new  commercial 
biotechnology  operations  in  Alberta.  It  has 
attracted  widespread  attention  for  its  capability  in 
the  areas  of  microbiology,  biochemistry, 
fermentation  and  scale-up,  and  plant  tissue 
culture  and  physiology. 


• Capital  Availability  and  Investment.  Increased 
levels  of  capital  available  to  support  the  start-up 
and  expansion  of  health  industry  firms,  and  well- 
established  mechanisms  to  support  the  attraction 
of  new  investment  to  Alberta  health  industries 
sector. 

• International  Capabilities.  Improved  international 
capabilities  within  these  sectors  to  maximize 
opportunities  in  export  markets  for  products  and 
services. 

• Sector  Infrastructure.  Increased  sector 
development  and  productivity  through  such 
initiatives  as  training,  and  the  creation  of 
linkages,  networks  and  consortia  which  foster 
cooperation  and  information  sharing. 


Strategic  Directions  and  Priorities 

The  following  strategic  directions  highlight  priority 
areas  which  could  be  pursued  by  the  biotechnology, 
pharmaceuticals,  and  medical  and  health  care 
sectors. 

• Export  Strategy.  Establish  a time-limited  health 
industry  task  force  to  develop  an  export  strategy 
to  facilitate  Alberta’s  health  services  and  medical 
devices  companies  in  securing  international 
contracts. 

• Domestic  Market  Opportunities.  Improved 
sourcing,  purchasing  and  distribution 
arrangements  in  the  health  system  that  will 
benefit  buyers  and  sellers. 
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Activity  /Event 

Date 

Location 

Department 

Contact 

Interphex  U.S.A. 
(pharmaceutical  expo  and 
conference) 

Apr  26-28, 

1994 

New  York,  NY 

Economic 
Development  & 
Tourism  (ED&T) 

Kathleen  Blake 
427-1905 

Mid-Atlantic  Health 
Congress  - Trade  Show 

May  15-19, 

1994 

Atlantic  City 

ED&T 

Kathleen  Blake 
427-1905 

Bio  - Biotechnology 

Meeting  & Exhibition 

May  23-27, 

1994 

Toronto,  ON 

ED&T 

Morley  Hamilton 
422-0561 

Bio-International 

May  1994 

Houston,  TX 

ED&T 

Don  Chinski 
427-4809 

Outgoing  NEBS  Medical 
Devices  Mission 

Aug  1994 

Minneapolis, 

MN 

ED&T 

Sam  Chow 
427-4323 

NEBS  Mission  Health 
Industry  Distributors 
Association  (HIDA) 

Sept  11-14, 

1994 

Cincinnati,  OH 

ED&T 

Kathleen  Blake 
427-1905 

Medical  Devices  Incoming 
Mission  from  Minnesota 

Sept  1994 

Alberta 

ED&T 

Sanda  Gheorghiu 
422-0561 

Sam  Chow 
427-4323 

International  Biotech 
Exposition 

Oct  1994 

San  Francisco, 
CA 

ED&T 

Jim  Armet 
427-4809 

World  Trade  ’94 
(Canadian  International 
Trade  Association) 

Oct  1994 

Toronto,  ON 

ED&T 

Tren  Cole 
427-1905 

National  Home  Health 

Care  Show 

Nov  1,  1994 

Atlanta,  GA 

ED&T 

Kathleen  Blake 
427-1905 

Ontario  Hospital 

Association  Annual 
Convention  & Expo 

Nov  7-9,  1994 

Toronto,  ON 

ED&T 

Sanda  Gheorghiu 
422-0561 

Local  Health  Care  Seller 
Guide 

Jan  1995 

Canadian 

Consulate 

Office,  Detroit, 
MI 

ED&T 

Kathleen  Blake 
427-1905 

Third  Annual  Pacific 
Northwest  Biotechnology 
Exposition 

Jan  1995 

Vancouver,  BC 

ED&T 

Morley  Hamilton 
422-0561 

BIOEXPO  ’95 

Feb  1995 

France 

ED&T 

Bob  Tunis 
427-4809 
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Activity /Event 

Date 

Location 

Department 

Contact 

National  Health  Care  - 
Trade  Show 

Mar  1995 

New  Orleans, 
LA 

ED&T 

Don  Chinski 
427-4809 

Outgoing  mission  Strategic 
Alliance  partnering 
workshop 

TBD 

Seattle,  WA 

ED&T 

Sam  Chow 
427-4323 

Outgoing  mission  Strategic 
Alliance  partnering 
workshop 

TBD 

Minneapolis, 

MN 

ED&T 

Sam  Chow 
427-4323 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Business  and  Professional  Services 


* Alberta  has  a reputation  for  providing  quality 
service  and  for  being  trustworthy  in  the  delivery 
of  service. 

* Albertans  are  considered  to  be  honourable, 
neutral,  flexible,  and  multicultural.  Combined, 
these  factors  give  Alberta  companies  a competitive 
edge. 

* Strategic  alliances  and  partnerships  are  key 
factors  for  success  in  international  markets. 


International  Overview 

Business  and  professional  services  are  "producer 

services"  which  are  sold  to  businesses,  nationally 

and  internationally.  This  sector  is  specifically 

involved  in  the  following  sub-sectors: 

• accounting  (general,  forensic  accounting, 
consulting,  tax,  petroleum); 

• management  consulting  (marketing,  human 
resources,  tourism,  strategic  planning,  business 
plans,  general,  market  research); 

• library  services  (consulting  with  respect  to 
establishing  library  systems); 

• financial  services  (banking,  insurance,  trust, 
brokerage,  real  estate); 

• communications/media  services  (advertising, 
public  relations); 

• legal  services  (consulting  with  respect  to  setting  up 
legal  systems,  providing  services  for  foreign 
buyers); 

• public  sector  expertise  (consulting); 

• information  services  (data  bases,  information 
brokerage,  clipping  services); 

• personnel  services  (recruiting  services);  and 


• training  services  related  to  business  or  professional 
development. 

World  trade  in  services,  including  those  listed  above 
and  others,  was  estimated  at  over  $800  billion  in 
1990.  Between  1975  and  1985,  the  average  annual 
rate  of  growth  of  international  trade  was  8%. 
Among  all  service  industries,  producer  services,  as 
distinct  from  consumer  services  and  government 
services,  are  sold  to  businesses  rather  than  to  the 
final  consumer. 

The  major  exporting  countries  in  this  sector  are  the 
members  of  the  Organization  for  Economic  Co- 
operation and  Development  (OECD).  Each  is  a 
strong  competitor,  having  its  own  areas  of 
specialization  or  dominating  specific  markets,  but  the 
United  States  remains  the  overall  leader  in  service 
exports. 

Three  of  the  most  prominent  characteristics  of  the 
services  sector  are: 

• Globalization  - New  service  export  opportunities 
are  emerging  as  a result  of  new  trade  policies. 
Multilateral  Trade  Negotiations,  the  North 
American  Free  Trade  Agreement  (NAFTA)  and 
European  integration  are  all  addressing  the  topic  of 
services  and  are  likely  to  have  a significant  impact 
on  opening  world  markets  to  trade  in  services. 

• Product-Service  Linkage  - The  distinction  between 
products  and  services  is  becoming  increasingly 
blurred,  and  the  two  are  often  inseparable  in 
production  and  sale.  The  export  value  of 
machinery  often  includes  up  to  a 40%  service 
input. 

• Partnering  - Increased  partnering  activity  is 
occurring  between  firms  from  various  countries  on 
single  projects  or  by  splitting  major  capital 
projects  into  sub-components  for  various  firms. 

Canadian  firms  are  increasingly  teaming  up  to 
compete  for  international  contracts. 
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Alberta  Position 

This  emerging  sector  has  developed  expertise  in 
many  niche  areas  which  are  in  increasing  demand 
worldwide.  Alberta’s  unique  social  and  economic 
background  has  given  the  province  a reputation  for 
quality  service  and  for  being  trustworthy  in  the 
delivery  of  services.  Albertans  are  considered  to  be 
honourable,  neutral,  flexible  and  multicultural. 
These  factors  combine  to  give  Alberta  companies  a 
competitive  edge.  Given  Alberta’s  existing 
international  reputation  for  the  delivery  of  quality 
services,  those  Alberta  companies  ready  to  export 
should  be  well  positioned  to  compete  against  primary 
competitors  from  the  United  States,  Europe,  Japan 
and  Canada.  A key  factor  for  success  in 
international  markets  will  be  the  development  of 
strategic  alliances  and  partnerships.  More  work  is 
needed  to  identify  and  inventory  what  niche  services 
Alberta  companies  have  to  offer. 


Strategic  Direction  and  Priorities 

Priority  Markets 

The  following  markets  have  been  identified  as 
having  potential: 

• United  States 

• Middle  East 

• Latin  America 

• South  East  Asia 

• Japan 

• China 

• Africa 

• Eastern  Europe  - specifically  Poland,  the  Czech 
Republic  and  Hungary.  Eastern  European 
countries  appear  to  welcome  the  provision  of 
value-added  business  and  professional  services  as 
an  add-on  to  other  contracts  in  sectors  such  as  oil 
and  gas. 

As  more  information  becomes  available,  the  above 
strategies  will  be  refined  and  the  market 
opportunities  further  defined. 


Objectives 

•To  ensure  that  potential  exporters  have  as  much 
information  available  to  them  as  possible  and  to 
assist  them  in  determining  if  they  are  well 
positioned  to  become  exporters. 

• To  help  companies  define  what  is  required  of  them 
to  reach  the  export  readiness  stage. 

•To  identify  and  inventory  what  services  Alberta 
companies  have  to  offer; 

• To  assess  and  assist  in  developing,  as  required, 
this  sector’s  readiness  to  export  services  outside 
Alberta;  and 

• To  assist  companies  to  identify  market 
opportunities. 


Strategic  Direction 

The  above  objectives  may  be  achieved  by: 

• developing  baseline  information  including  the 
number  of  firms,  services  offered,  markets 
exporting  to,  size  of  firms  in  terms  of  sales  and 
staff  etc.; 

• monitoring  and  evaluating  the  services  industry; 

• monitoring  market  opportunities  as  they  become 
available  and  forwarding  this  information  to  the 
industry.  It  should  be  noted  that  many 
international  market  opportunities  depend  on  the 
support  of  government  in  power  in  a specified 
market  at  a particular  time  and  on  the  priorities  of 
that  government.  The  financial  stability  of  a 
market  should  also  be  monitored. 

• encouraging  alliances  with  other  commodity 
producing  companies; 

• encouraging  alliances  with  other  service  sector 
companies;  and 

• encouraging  companies  to  network  in  new 
markets. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 
Doorstep  Conference  & 
Trade  Show  (Trading 
House  Conference) 

Apr  5-6,  1994 

Edmonton,  AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 

422-6236 

Incoming  Mission  of  US 
Immigration  Law  Expert 

Apr  1994 

Alberta 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

Export  Training  for 
Services  Sector 

Aug  1994 

Alberta 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

Reverse  Trade  Show  for 
Services  Sector 

Mar  1995 

Alberta 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

Hannover  Fair 

Mar  29  - 
Apr  5,  1995 

Hannover, 

Germany 

ED&T 

Denny  Ross-Smith 
427-2005 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Chemicals,  Petrochemicals  and  Refined  Petroleum  Products 


* In  terms  of  shipments,  the  petrochemical  and 
refined  petroleum  products  industries  represent 
two  of  the  three  largest  manufacturing  industries 
in  Alberta.  In  1992,  these  two  industries 
accounted  for  nearly  one-third  of  the  value  of  the 
province ’s  manufacturing  shipments. 

* The  Alberta  petrochemical  industry  is  highly 
export  oriented  with  more  than  half  the  value  of 
production  ($1.5  billion  in  1992)  sold  to  markets 
outside  Canada. 

* Conversely,  the  refined  petroleum  products 
industry  is  primarily  geared  to  supply  the  Western 
Canadian  market,  with  less  than  6%  of  1992 
sales  shipped  to  markets  outside  Canada.  This  is 
due  to  the  much  lower  value-added  nature  of 
refined  petroleum  products  compared  to 
petrochemicals. 

* Both  industries  are  highly  capital-intensive,  and 
are  dominated  by  large  national  and  multi- 
national corporations. 

International  Overview 

The  chemicals  industry  is  a major  global  industry 
that  accounts  for  a significant  share  of  foreign  direct 
investment  and  international  trade.  Trade  in 
chemicals  is  fiercely  competitive,  particularly  for 
commodity  petrochemicals,  with  producers  active  on 
a global  scale.  Total  exports  of  chemicals  amounted 
to  about  US  $300  billion  in  1991. 

Competition  in  the  global  market  is  increasingly 
organized  along  the  lines  of  the  three  emerging 
trading  blocs  - North  America,  Western  Europe,  and 
the  Asia-Pacific  region. 

With  respect  to  refined  petroleum  products, 
international  trade  is  much  less  significant  primarily 
due  to  the  lower  value  added  in  petroleum  products. 
In  North  America,  for  example,  most  trade  between 
Canada  and  the  U.S.  is  limited  to  adjacent  border 
states  and  provinces. 


Alberta  Position 

Alberta’s  chemical  and  chemical  products  industry 
has  become  one  of  the  province’s  largest 
manufacturing  industries.  The  value  of  shipments 
has  grown  from  $755  million  in  1979,  to  $3.1 
billion  in  1992.  International  exports  accounted  for 
more  than  half  the  value  of  total  shipments.  For 
additional  statistics,  see  tables  1-4  at  the  end  of  this 
sector  discussion. 

Alberta’s  chemicals  and  chemical  products  industry 
consists  of  three  basic  sub-sectors:  petrochemicals 
and  chemical  fertilizers;  industrial  inorganic 
chemicals;  and  specialty  chemicals. 

Petrochemicals  and  Chemical  Fertilizers 

Alberta’s  natural  gas-based  petrochemical  industry 
accounts  for  more  that  85%  of  the  total  value  of 
chemical  production  within  the  province.  The 
petrochemical  industry  has  three  major  segments. 

• Ethane-based  industry  (ethylene  and  ethylene 
derivatives). 

• Methanol  and  methanol  derivatives. 

• Ammonia  and  ammonia  fertilizers. 

Benzene  is  also  produced  in  Alberta  by  Shell  Canada 
(Scotford)  from  synthetic  crude  oil,  and  is  used 
internally  to  manufacture  styrene. 

A number  of  elements  characterize  Alberta’s 
petrochemical  industry. 

• It  is  export  oriented  as  production  of 
petrochemicals  and  chemical  fertilizers  far 
exceeds  domestic  demand. 

• Ethylene  produced  in  Alberta  is  primarily  used 
within  the  province  to  manufacture  a range  of 
derivative  petrochemical  products  (polyethylene, 
ethylene  glycol,  vinyl  acetate  monomer,  polyvinyl 
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chloride,  etc.).  These  are  then  largely  sold  in  the 
export  market,  including  the  U.S.  Alberta 
accounts  for  more  than  half  of  the  ethylene 
capacity  in  Canada. 

• Methanol  capacity  in  Alberta  (Methanex  in 
Medicine  Hat  and  Celanese  Canada  in  Edmonton) 
represents  about  three-quarters  of  Canada’s  total 
methanol  capacity. 

• Alberta’s  share  of  Canada’s  ammonia  and  solid 
nitrogen  fertilizer  capacity  is  approximately  75%. 
Alberta  currently  consumes  about  one  quarter  of 
its  total  ammonia  production,  ships  another  one 
quarter  to  the  rest  of  Canada,  with  the  balance 
being  exported  to  the  U.S.  Recent  estimates  also 
show  that  40%  of  the  upgraded  products 
produced  in  Alberta  (urea,  anhydrous  ammonia, 
ammonium  nitrate,  ammonium  phosphate,  etc.) 
were  shipped  to  the  U.S.  and  a further  7% 
overseas. 

• There  are  14  major  petrochemical  and  chemical 
fertilizer  producers  in  Alberta.  With  the 
exception  of  Novacor  Chemicals,  Cominco, 
Methanex  Corporation,  and  Sherritt  Inc.,  the 
remaining  producers  are  typically  Canadian 
subsidiaries  of  multinational  corporations  (Dow 
Chemical,  ICI  Canada,  Union  Carbide,  Geon 
Company,  Celanese  Canada,  etc.). 


Industrial  Inorganic  Chemicals 

The  value  of  industrial  inorganic  chemical  shipments 
amounted  to  $231  million  in  1992,  or  just  over  7% 
of  the  total  value  of  Alberta  chemical  shipments. 
These  commodity  chemicals  are  generally  used 
directly  or  indirectly  in  industrial  processes  in 
industries  such  as  pulp  and  paper,  mining  (including 
oil  and  gas),  petroleum  refining,  and  fertilizers. 

Principal  commodity  chemicals  produced  in  Alberta 
include  carbon  black,  chlorine,  sodium  chlorate, 
caustic  soda,  hydrogen  peroxide,  hydrogen  sulphide, 
hydrochloric  acid,  carbon  dioxide,  and  sulphuric 
acid. 

This  segment  of  the  chemical  industry  primarily 
serves  the  domestic  market  in  Alberta  and  Western 


Canada,  but  some  inorganic  chemicals  are  sold  to 
markets  in  the  U.S.  In  recent  years,  they  have 
accounted  for  about  10%  of  total  Alberta  production. 
Due  to  the  relatively  high  volume/low  value  nature 
of  certain  inorganic  chemicals,  transportation  costs 
are  a major  factor  in  limiting  the  market  area.  Only 
a few  Alberta  producers  are  actually  involved  in 
servicing  both  domestic  and  export  markets  (e.g. 
Dow  Chemical). 


Organic  and  Specialty  Chemicals 

The  organic  and  specialty  chemicals  segment  is  the 
smallest  product  area,  accounting  for  approximately 
5%  ($166  million)  of  the  total  value  of  Alberta 
chemical  production.  Principal  organic/specialty 
chemicals  produced  in  Alberta  include  paints  and 
varnishes,  soaps  and  cleaning  compounds,  rust 
inhibitors,  catalysts  and  other  specialty  chemicals 
used  in  the  oil  and  gas  industry.  Most  of  the 
specialty  chemical  companies  in  Alberta  tend  to  be 
formulators  or  blenders  of  chemicals  designed  to 
supply  specific  markets  in  Alberta. 


Refined  Petroleum  Products 

In  1992,  the  refined  petroleum  products  industry 
accounted  for  more  than  16%  ($3.2  billion)  of  total 
Alberta  manufacturing  shipments,  but  less  than  3% 
of  the  province’s  manufacturing  employment. 
Unlike  the  petrochemical  industry,  the  petroleum 
products  industry  is  geared  to  serving  the  domestic 
market.  International  exports  from  Alberta, 
primarily  to  adjacent  U.S.  states,  represented  only 
about  5%  of  industry  shipments  in  1992. 

The  refined  petroleum  products  industry  is 
characterized  as  a highly  capital-intensive,  and 
relatively  low  value-added  manufacturing  industry. 
It  is  also  a mature  industry  that  has  been  faced  with 
a stagnant  or  declining  market  over  the  past  10  to  15 
years.  The  relatively  low  value-added  nature  of 
petroleum  products  such  as  gasoline  and  diesel  fuel, 
combined  with  their  high  transportation  costs,  limits 
the  export  market  potential. 

The  Alberta  industry  presently  consists  of  five 
refineries  operated  by  Esso  Petroleum,  Petro 
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Canada,  Shell  Canada,  Husky  Oil  and  Parkland 
Refining.  With  a throughput  capacity  of  about 
400,000  barrels/day,  these  refineries  supply  most  of 
the  Western  Canadian  market.  The  principal 
petroleum  products  are  gasoline,  diesel  fuel,  and 
aviation  fuel,  as  well  as  asphalt,  heating  oils, 
petrochemical  feedstocks,  lubricants  and  other 
miscellaneous  products. 


Strategic  Direction  and  Priorities 

The  main  objective  for  the  chemicals  and 
petrochemicals  sector  in  Alberta  is  further  expansion 
of  the  industry,  contributing  to  economic  growth  and 
employment  in  Alberta.  Upgrading  increasing 
volumes  of  Alberta  resources  continues  to  be  a 
priority.  It  is  desirable  not  only  that  more  of 
Alberta’s  hydrocarbon  resources  be  processed  in  the 
province,  but  that  downstream  processing  and 
derivatives  manufacturing  in  the  province  increase  as 
well. 

The  industry,  as  well  as  adding  more  value  to 
Alberta  resources,  must  also  increasingly  provide 
opportunities  for  other  industry  sectors  to  supply 
goods  and  services.  In  addition  to  expanding 
exports,  the  industry  should  be  providing  valuable 
materials,  which  can  be  utilized  by  plastics 
companies  and  other  manufacturers  in  the  province. 

Most  of  Alberta’s  petrochemical  production  is 
exported  to  the  U.S.  and  to  Pacific  Rim  countries. 
In  1992,  63%  of  Alberta’s  $1.5  billion  in 
petrochemical  exports  were  destined  to  the  U.S. , and 
another  29%  to  markets  in  Asia. 


Objectives 

Most  of  the  companies  in  the  petrochemical  industry 
are  large  national  or  multinational  companies  with 
their  own  marketing  strategies.  Similarly,  in  the 
refined  petroleum  products  industry,  most  of  the 
firms  are  large  integrated  companies  which  have 
their  own  retail  market  outlets  for  the  products  they 
produce. 


In  the  petrochemical  industry,  the  Alberta 
Government’s  objectives  and  priorities  lie  with 
attracting  additional  investment.  Investment 
opportunities  appropriate  to  North  American  markets 
have  been  identified  and  will  be  promoted.  In 
particular,  oxygenated  fuel  additives  for  the  U.S. 
market  and  higher  olefins  for  both  Alberta  and 
export  markets  will  be  promoted  for  investment. 
Other  priorities  include  the  additional  production  of 
ethylene,  ethylene  derivatives,  propylene  and 
derivatives  both  for  local  plastics  processing  and  for 
export. 


Strategic  Direction 

• Create  and  maintain  a favourable  investment 
climate.  This  includes  maintaining  or  enhancing 
the  Alberta  feedstock  and  energy  cost  advantage, 
working  with  carriers  on  transportation  costs, 
developing  local  equipment  and  service  suppliers 
for  the  industry,  promoting  cooperation  and 
strategic  alliances  among  Alberta  companies  and 
international  participants  and  vigorously 
promoting  Alberta’s  advantages  and  opportunities 
with  national  and  international  sector  companies. 

• Government  participation  in  marketing  strategies 
for  the  chemicals  industry  will  focus  on  the 
smaller  independent  chemical  companies  which 
produce  specialty  products  geared  for  niche 
markets  (oil  and  gasfield  chemicals,  surfactants, 
catalysts,  etc.). 

• Activities  for  this  sector,  particularly 
petrochemicals,  focus  on  investment  attraction. 

• Industry  attraction  activities  are  designed  to  make 
companies  aware  of  Alberta’s  feedstock  position, 
supportive  government  policies,  skilled  labour, 
low  tax  environment,  and  other  factors 
contributing  to  the  Alberta  Advantage. 

• Investment  opportunities  will  be  explored  with 
selected  companies  in  the  U.S.  and  overseas. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 
Doorstep  Conference  & 
Trade  Show  (Trading 
House  Conference) 

Apr  5-6,  1994 

Edmonton,  AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 
422-6236 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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TABLE  1 

Economic  Indicators 
Chemical  Products  Industries 


1988 

1989 

1990 

1991 

1992 

Employment 

This  sector 

6,400 

6,900 

7,500 

7,900 

7,900 

% of  Alberta  employment 

0.54 

0.57 

0.61 

0.63 

0.64 

% of  Alberta  manufacturing 
employment 

6.8 

7.1 

8.0 

8.5 

8.6 

Average  weekly  earnings  ($) 

756 

792 

852 

929 

Shipments 

Alberta  ($  millions) 

3,445.6 

3,479.6 

3,310.9 

3,250.2 

3,099.7 

Canada  ($  millions) 

22,778.3 

23,670.1 

23,046.4 

22,185.9 

Alberta’s  as  a % of  Canada’s 

15.1 

14.7 

14.4 

14.5 

Exports 

Alberta  ($  millions) 

n/a 

1,569.4 

1,467.2 

1,489.7 

1,539.1 

Canada  ($  millions) 

n/a 

5,772.0 

6,095.6 

6,047.3 

6,786.9 

Alberta’s  as  a % of  Canada’s 

n/a 

27.2 

24.1 

24.6 

22.6 

Capacity  utilization  (national  figures) 

91.7 

91.7 

87.9 

82.4 

Industrial  product  price  index  (1986  = 100) 

114.4 

116.5 

114.1 

114.9 

Source:  Statistics  Canada 
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TABLE  2 

Refined  Petroleum  Products  Industries 


1988 

1989 

1990 

1991 

1992 

Employment 

This  sector 

6,300 

10,400 

7,300 

4,100 

2,000 

% of  Alberta  employment 

0.53 

0.85 

0.59 

0.32 

0.16 

% of  Alberta  manufacturing 
employment 

6.6 

10.7 

7.7 

4.4 

2.2 

Average  weekly  earnings  ($) 

900 

958 

1,026 

992 

Shipments 

Alberta  ($  millions) 

2,876.4 

3,089.2 

3,627.8 

3,394.9 

3,194.0 

Canada  ($  millions) 

14,273.8 

14,958.7 

17,040.2 

16,856.7 

Alberta’s  as  a % of  Canada’s 

20.2 

20.7 

21.3 

19.8 

Exports 

Alberta  ($  millions) 

n/a 

98.4 

171.1 

133.8 

191.2 

Canada  ($  millions) 

n/a 

n/a 

n/a 

n/a 

n/a 

Alberta’s  as  a % of  Canada’s 

n/a 

n/a 

n/a 

n/a 

n/a 

Sources:  CANSIM,  matrices  8543,  8547,  9550,  9578 

Trade  Research  Inquiry  Package 
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Table  3 

Alberta  Chemical  and  Chemical  Products 
Shipments  - 1992 


$000 ’s 

Petrochemicals 

1,516 

Plastic  and  Synthetic  Resins 

592 

Agricultural  Chemicals  (including  fertilizers) 

583 

Industrial  Inorganic  Chemicals 

231 

Specialty  Chemicals: 

Paints  and  varnishes 

10 

Soaps  and  cleaning  compounds 

25 

Printing  Inks 

11 

Other  chemicals 

120 

Total 

3,088‘ 

1 Total  excludes  pharmaceutical  and  medicine  industry  shipments. 
Source:  Statistics  Canada 
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Table  4 

Export  Commodities  1992 
Chemicals  Industries 


Commodity 
(HS  Description) 

Alberta  Exports 
($  thousands) 

% of  total  Industry 
exports 

Canada  Exports 
($  thousands) 

Alberta’s  Share  of 
Canada’s  Exports 

Polyethylene  (specific 
gravity  <0.94) 

340,811 

22. 1 

490,400 

69.5 

Urea 

170,455 

11.1 

209,189 

81.5 

Ethylene  glycol 

167,588 

10.9 

201,839 

83.0 

Methanol 

142,638 

9.3 

196,687 

72.5 

Styrene 

116,235 

7.6 

291,806 

39.8 

Acyclic  ethers  (NES) 

99,790 

6.5 

123,947 

80.5 

Anhydrous  ammonia 

83,145 

5.4 

145,721 

57.1 

Polyethylene  (specific 
gravity  >0.94) 

53,944 

3.5 

293,521 

18.4 

Ethylene-vinyl  acetate 
copolymers 

52  722 

3.4 

57,297 

92.0 

Ammonium  nitrate 

36,742 

2.9 

65,324 

56.2 

Carbon  (carbon  blacks) 

25,009 

1.6 

59,630 

41.9 

Vinyl  chloride 

20,898 

1.4 

21,708 

96.3 

Vinyl  acetate 

18,285 

1.2 

18,285 

100.0 

Ethylene  dichloride 

18,253 

1.2 

59,626 

30.6 

Ammonium  Sulphate 

16,993 

1.1 

26,061 

65.2 

Total  for  top  15  commodities 

1,363,508 

88.6 

2,261,041 

60.3 

Total  Industry  exports 

1,539,064 

100.0 

6,786,854 

22.7 

Source:  Statistics  Canada 
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Consumer  Products 


• Consumer  Products  sector  makes  up  one  of  the 
largest  components  of  world  trade  in  goods. 

• Consumer  Products  sub-sectors  must  be 
reconfirmed/redefined  for  identification  and 
marketing  on  an  international  level. 

• Alberta’s  Consumer  Products  sector  must 
centralize  its  database  in  order  to  reach  maximum 
effectiveness. 

International  Overview 

Consumer  products  are  products  sold  to  the  end  user 

for  personal  use.  The  following  sub-sectors,  though 

not  an  exhaustive  list,  have  been  specifically 

identified  as  belonging  to  this  sector: 

• clothing,  textiles,  and  sewn  products 

• furniture 

• home  improvement  products  (e.g.  jacuzzis) 

• leather  goods  (e.g.  wallets,  portfolios,  business 
card  holders,  work  gloves) 

• giftware  (e.g.  ornaments,  decorations,  pottery, 
pictures/framing,  novelty  items) 

• hardware  (e.g.  tools  for  home  and  garden, 
fixtures,  paint,  roofing  materials,  wallpaper, 
plumbing,  electrical,  heating,  air  conditioning 
supplies,  carpets) 

• sporting  goods 

• footwear 

• toys  and  games 

• jewellery  and  accessories 

• crafts  (e.g.  hand-made  pieces  based  on  original 
concepts  or  traditional  design) 


The  consumer  products  sector  makes  up  one  of  the 
largest  components  of  world  trade  in  goods. 
Already  totalling  hundreds  of  billions  of  dollars 
annually,  the  sector  is  growing  steadily.  For  such 
products  as  apparel  and  textiles,  bicycles  and  other 
sporting  goods,  the  fastest  growth  has  been  in 
developing  or  state-managed  economies,  which 
export  to  the  developed  world.  In  other  areas,  such 
as  furniture,  growth  is  highest  between  major 
developed  countries  and  trade  blocs,  such  as  Western 
Europe  and  North  America.  Newly  industrialized 
and  developing  countries  are  expected  to  continue  to 
increase  their  share  of  world  trade,  both  in  labour- 
intensive  industries,  such  as  apparel,  and  in  capital- 
intensive,  standard  technology,  mass  production 
industries  such  as  bicycles. 

Because  of  population  growth,  developing  countries 
are  expected  to  gradually  increase  their  share  of 
consumption  of  consumer  goods.  In  developed 
countries,  the  demand  for  consumer  goods  will  have 
the  fastest  growth  in  high  quality,  fashionable  and 
functionally  designed  products,  which  can  be 
purchased  and  serviced  conveniently,  and  can  meet 
the  needs  of  the  aging  population.  This  demands 
that  retailers  and  manufacturers  work  together  in 
long-term  efforts  to  improve  quality  and 
merchandising. 

Trade  within  regional  trade  blocs  is  expected  to 
increase  faster  than  trade  between  these  blocs  or 
between  developing  and  developed  countries. 
Canada’s  main  focus  of  export  efforts  in  the 
consumer  goods  sector  will  be  with  other  developed 
countries,  particularly  the  United  States,  over  the 
next  five  to  10  years. 

Several  trends  will  affect  the  international 
marketplace  for  consumer  products.  Increased 
global  competition  will  mean  that  manufacturers 
must  produce  their  goods  more  efficiently  and 
market  them  more  effectively.  The  result  will  be 
more  niche-oriented  marketing  or  specialization  in 
production. 
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An  aging  population  in  developed  countries  will  also 
affect  the  type  of  goods  in  demand.  Products  which 
are  convenient  to  use  and  make  life  easier  will  be  in 
demand. 

For  more  information  on  the  international  situation, 
please  refer  to  the  1994/95  International  Trade 
Business  Plan. 


Alberta  Position 

In  general,  Alberta’s  strengths  in  consumer  products 
include  the  production  of  a good  quality  product,  the 
ability  to  customize  the  product  to  meet  consumer 
demand,  innovative  design  skills,  and  a favourable 
labour  climate.  Alberta’s  competitive  disadvantages 
include  the  current  level  of  management  and 
marketing  capabilities  of  most  companies  to  compete 
internationally,  increased  global  competition,  and 
high  labour  costs. 

The  Alberta  industry  is  fragmented  and  diverse, 
making  it  difficult  to  measure  its  size  and  activity. 
New  methods  to  monitor  this  industry  need  to  be 
developed  to  improve  understanding  of  the  industry 
and  to  encourage  a more  proactive  approach. 

Statistics  have  been  difficult  to  obtain  as  a central 
information  gathering  process  has  not  been  formally 
established  in  Alberta.  As  a result,  the  figures 
below  are  provided  only  as  an  approximate  measure 
of  production  in  the  various  consumer  goods  sub- 
sectors. 


Clothing,  Textiles,  and  Sewn  Products 

In  1991,  shipments  from  this  sub-sector  totalled 
$184  million.  There  are  approximately  200 
manufacturers  in  the  province  with  employment 
totalling  3,000.  International  exports  grew  from 
$82.9  million  in  1991  to  $103.4  million  in  1992. 
This  represents  a 24.7%  growth  in  the  value  of 
international  exports. 

Sector  strengths  include  flexibility,  and  strong  design 
and  manufacturing  capabilities  to  fill  niche  markets. 
This  is  a competitive  sector,  most  of  which  is 


located  in  Central  Canada.  The  smaller  companies 
need  to  strengthen  their  business,  marketing  and 
promotional  skills.  There  is  strong  price 
competition,  particularly  for  the  high  volume 
"staple"  product  groups. 

Opportunities  exist  in  Alberta  for  high  fashion, 
contract  manufacturing  and  specialized  niche 
products  including  active  sportswear,  swimwear, 
stretch  activewear,  custom  fleecewear,  women’s 
specialties,  large  women’s  clothes,  maternity  clothes, 
fine  lingerie,  children’s  wear,  industrial  uniforms, 
and  protective  garments.  These  niches  are  growing 
faster  than  the  average  growth  of  the  apparel  market 
in  Canada.  Their  import  ratios  are  low  relative  to 
most  other  garment  categories. 


Furniture 

This  industry  generated  approximately  $213  million 
in  sales  in  1991  and  $30  million  in  international 
exports.  In  1992,  international  exports  increased 
29.5%  to  $39.6  million.  There  are  approximately 
350  firms  in  Alberta  producing  furniture.  Of  these, 
about  seven  may  be  export  ready. 

This  industry  produces  good  quality  products  and  is 
competitive  in  niche  markets,  specifically 
institutional  furnishings  and  commercial/office 
furnishings.  Alberta  is  not  always  competitive  in 
residential  furniture  due  to  competition  from  "home 
business"  craftsmen.  Alberta’s  advantage  lies  in  the 
quality  of  the  product,  the  workmanship  and  the 
ability  to  customize  furniture  if  required. 
Transportation  costs,  raw  material  supply, 
management  capabilities,  and  increasing  global 
competition  are  the  main  challenges  facing  this 
industry. 


Sporting  Goods 

Though  difficult  to  measure,  it  is  estimated  that  $2.5 
million  of  international  exports  was  generated  by  this 
sub-sector  in  1992.  Although  a few  small  companies 
produce  and  export  sporting  goods,  there  does  not 
appear  to  be  a product  where  Alberta  companies  can 
compete  on  a large  scale  against  international  chains. 
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Alberta  companies  appear  to  be  successful  as  a result 
of  their  efforts  in  selected  niches  such  as  playground 
equipment,  curling  equipment,  and  golf  apparatus. 

Leather  Goods 

Shipments  of  leather  goods  totalled  approximately 
$16.7  million  in  1992  with  an  estimated  $600,000 
generated  in  international  exports.  It  appears  to  be 
a small  sector  which  produces  good  quality  products 
and  has  developed  niche  products  and  markets.  This 
sector  is  quite  varied  consisting  of  well-established 
firms  and  the  "home-business"  craftsman.  Alberta’s 
major  strength  in  the  leather  goods  sector  is  the 
abundance  of  raw  materials. 


Giftware 

Alberta’s  international  exports  of  giftware  were 
approximately  $1.6  million  in  1992.  This  is  a large 
industry  in  terms  of  the  number  of  companies. 
However,  many  are  small  home-based  businesses 
and,  as  a result,  production  capacity  is  limited. 
Alberta’s  advantage  is  the  uniqueness  of  the  items 
produced,  usually  one-of-a-kind  products. 


Crafts 

The  Alberta  crafts  industry  has  not  been  studied  to 
measure  its  economic  benefits,  industry  value  or  the 
number  of  benefitting  people  and  industries.  The 
Alberta  Craft  Council  estimates  there  are  8,000 
people  involved  in  the  production  and  marketing  of 
crafts  in  Alberta,  generating  annual  revenues  of  $40 
million. 


Hardware 

Exports  of  hardware  in  1992  reached  about  $2.8 
million.  Alberta’s  strengths  include  good  quality 
products,  especially  those  used  in  cold  climates,  and 
niche  markets. 


Strategic  Direction  and  Priorities 


Priority  Markets 

Priority  markets  will  be  developed  in  consultation 
with  the  industry  and  as  better  information  becomes 
available. 


Objectives 

To  maximize  the  benefits  to  the  Alberta  economy  of 
consumer  product  opportunities. 


Strategic  Direction 

• review  categories  to  reconfirm/redefine  sub- 
sectors; 

• establish  an  ongoing  process  to  review  the  global 
market  for  consumer  products  and  its  sub-sectors 
to  enable  identification  and  dissemination  of 
market  opportunities; 

• ensure  government  and  industry  cooperate  in  the 
identification  and  inventory  Alberta  companies 
and  what  products  they  have  to  offer,  including 
size  of  companies,  and  Alberta’s  strengths; 

• assess  and  assist  in  developing,  as  required, 
this  sector’s  readiness  to  export  products  outside 
Alberta; 

• assist  companies  to  identify  market  opportunities; 

• ensure  government  and  industry  cooperate  in 
establishing  an  ongoing  process  to  collect  baseline 
information  including  the  number  and  size  of 
firms,  products  offered,  and  current  markets;  and 

• provide  counselling/training  in  business  skills, 
marketing,  promotion  and  exporting. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 
Doorstep  Conference  & 
Trade  Show  (Trading 

House  Conference) 

Apr  5-6,  1994 

Edmonton,  AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 

422-6236 

Contract  Canada,  Solo 

Office  Furniture  Show 

May  1994 

Washington, 

DC 

ED&T 

Tren  Cole 

427-1905 

NEOCON 

June  13-15, 
1994 

Chicago,  IL 

ED&T 

Tren  Cole 

427-1905 

Giftware  Rep  Locator 

June  13-17, 

1994 

Minneapolis, 

MN 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

Incoming  Buyers  to 
Furniture  Show 

July  1994 

Calgary,  AB 

ED&T 

Don  Chinski 
427-4809 

National  Hardware  Show 

Aug  14-17, 

1994 

Chicago,  IL 

ED&T 

Tren  Cole 

427-1905 

Bobbin  Show  (Garment 
and  Equipment) 

Sept  27-30, 

1994 

Atlanta,  GA 

ED&T 

Lori  Schmidt 
427-2005 

Western  Hardware, 
Housewares  and  Home 
Improvement  Show 

Oct  1-4,  1994 

Vancouver,  BC 

ED&T 

Chris  Makowski 
427-4323 

Hardware  Wholesalers, 

Inc.  Merchandise  Market 

Oct  22-25, 

1994 

Indianapolis,  IN 

ED&T 

Tren  Cole 

427-1905 

Canadian  Home  Centre 

Show 

Nov  6-8,  1994 

Toronto,  ON 

ED&T 

Tren  Cole 

427-1905 

Western  Building  Materials 
Association  Trade  Show 

Nov  11-14, 

1994 

Portland,  OR 

ED&T 

Chris  Makowski 
427-4323 

International  Interior 

Design  Expo  (IIDEX) 

Nov  17-19, 

1994 

Toronto,  ON 

ED&T 

Tren  Cole 

427-1905 

Canadian 

Hardware/Housewares/ 
Home  Improvement  Show 

Jan  5-7,  1995 

Toronto,  ON 

ED&T 

Tren  Cole 

427-1905 

Canadian  Home 

Furnishings  Market 

Jan  15-17, 

1995 

Toronto,  ON 

ED&T 

Tren  Cole 

427-1905 

Western  Retail 

Lumbermen’s  Association 
Trade  Show 

Jan  25-28, 

1995 

Regina,  SK 

ED&T 

Chris  Makowski 
427-4323 

Northwestern  Building 
Products  Expo 

Jan  31  - Feb 

2,  1995 

Minneapolis, 

MN 

ED&T 

Chris  Makowski 
427-4323 
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Activity /Event 

Date 

Location 

Department 

Contact 

Outgoing  Mission  to 
promote  investment  in  the 
furniture  industry 

Mar  1995 

Denmark  & 
Sweden 

ED&T 

Behrooz  Sadre- 

Hashemi 

427-4809 

Outgoing  Mission  to 
promote  investment  in  the 
furniture  industry 

Oct  1995 

Denmark, 
Norway  & 
Sweden 

ED&T 

Behrooz  Sadre- 

Hashemi 

427-4809 

Building 

TBD 

Seattle,  WA 

ED&T 

Chris  Makowski 

Products/Hardware  NEBS  427-4323 

Mission 


Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Education  and  Training 


* The  export  of  education  and  training  products  and 
services  has  recently  become  an  important 
component  of  Alberta’s  export  mix.  The  size  of 
this  newly  defined  sector  is  difficult  to  determine 
due  to  a lack  of  statistical  information. 

* .45  international  aid  agencies  increasingly  stress 
the  importance  of  education  and  training  in 
developing  countries,  new  opportunities  will  result 
in  Alberta ’s  public  and  private  sector 
organizations  in  this  field. 

* There  is  a need  for  Alberta’s  education  and 
training  organizations  to  better  coordinate  their 
export  efforts  and  to  more  effectively  tie  exports  to 
the  sale  of  Alberta ’s  traditional  products  in  order 
to  take  advantage  of  these  new  opportunities. 


International  Overview 

The  education  and  training  sector,  as  referred  to  in 
this  document,  consists  of  organizations  engaged  in 
the  delivery  of  education  and  training  services  on  a 
fee  or  contract  basis.  These  services  are  delivered 
by  private  companies  and  by  educational  institutions. 

The  education  and  training  sector  includes  the 
design,  production  and  delivery  of  education  and 
training  programs  and  materials  across  a wide  range 
of  subjects.  Training  courses  are  delivered  in  the 
classroom  (either  in  Alberta  or  in  the  contracting 
country)  and  in  the  workplace.  In  addition,  this 
sector  offers  consulting  services,  the  evaluation  of 
training  programs  and  the  development  of 
educational  software.  Education  and  training 
services  are  characterized  by  their  emphasis  on  the 
provision  of  job-related  training  and  skills 
upgrading,  primarily  for  business,  industry  and 
industrial  clients. 


Alberta  Position 


supported  by  the  Canadian  International 
Development  Agency  (CIDA),  assisted  Alberta 
public  and  private  institutions  in  becoming  involved 
in  international  development  and  technical 
cooperation.  In  1990  and  1991,  CIDA  disbursed  a 
total  of  $375  million  on  education  and  training.  It 
is  estimated  that  the  World  Bank  has  cumulative 
lending  commitments  of  $6  billion  for  education  and 
training. 

International  competition  for  education  and  training 
contracts  is  strong,  with  Great  Britain,  the  United 
States,  France,  Japan  and  Australia  all  adopting 
aggressive,  coordinated  approaches  that  have 
resulted  in  their  capturing  significant  parts  of  the 
international  market.  Benefiting  from  its  proximity 
to  the  Asia  Pacific  market,  Australia  has  had 
spectacular  growth  in  foreign  sales  of  education  and 
training  services.  Nevertheless,  Alberta’s  education 
and  training  services  are  highly  regarded  by 
developing  countries.  Programs  developed  by  the 
Alberta  Tourism  Education  Council,  for  example, 
are  receiving  worldwide  recognition  and  awards. 
With  more  aggressive  marketing,  we  can  expect 
strong  demand  for  services  to  meet  the  human 
resource  and  institutional  development  objectives  of 
these  countries. 


Sub-Sectors 

The  following  lists  are  areas  where  Alberta 
education  and  training  organizations  have  developed 
a competitive  degree  of  expertise  and  are 
concentrating  their  international  marketing  efforts. 

Post-Secondary  Institutions 

• English  as  a Second  Language 

• Petroleum  Technology 

• Agriculture  Technology 

• Management  Education 


Alberta’s  education  and  training  industry  began  to 
grow  in  the  late  1960s.  Overseas  opportunities, 
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• Apprenticeship  Training 

• System  Design 

Basic  Education 

• Distance  Learning 

• High  School  Credit  Programs  and  Curriculum 
Standards 

• Diagnostic  and  Diploma  Examination  Programs 
and  Assessment  Standards 

• Program  Policy  Expertise 

• Computer-mediated  Instructional  Resources 

• Adult  Upgrading 

Private  Firms 

• Petroleum-Related 

• Health  and  Allied  Health 

• Environmental  Protection 

• Construction  Engineering 

• Sports-Related 

• Aviation-Related 

• Safety  in  the  Workplace  and  in  Handling 
Dangerous  Goods 

• Distance  Learning 

• Computer  Instruction 

Situation  Analysis 

• Education  and  training  has  only  recently  become 
recognized  as  a stand-alone  sector.  It 
encompasses  products  and  services  offered  by  a 
wide  range  of  organizations  related  to  an  even 
wider  range  of  activities.  Consequently,  in 
Alberta,  there  is  a definite  lack  of  statistical 


information  on  the  sector  in  terms  of  the  value  of 
its  exports,  the  primary  export  locations,  the  level 
of  demand,  the  potential  for  growth  and  its  major 
competitors. 

• Alberta’s  distance  from  major  markets  and  its 
landlocked  geography  have  challenged  Alberta’s 
manufacturers  when  competing  in  international 
markets.  Knowledge-based  services,  such  as 
education  and  training,  are  easier  to  transport 
than  many  commodities  and  enable  Alberta 
companies  to  be  more  competitive. 

• The  lack  of  marketing  coordination  among  public 
and  private  education  and  training  organizations 
is  creating  expensive  duplication  of  marketing 
activities  which,  in  turn,  is  detrimental  to  the 
successful  sale  of  programs  and  products. 

• Linking  the  sale  of  education  and  training  support 
services  with  the  export  of  Alberta  products 
offers  another  way  of  adding  value  to  Alberta 
products.  Conversely,  the  export  of  Alberta 
education  and  training  services  often  creates 
international  goodwill  and  opens  the  door  for 
broader  and  longer-term  trading  relationships. 
For  example,  out-of-country  individuals  who 
study  here  return  home  with  a variety  of  insights 
and  professional  contacts.  This  can  help  provide 
essential  links  in  the  flow  of  ideas,  information, 
technology  and  products  that,  in  turn,  can  lead  to 
stronger  commercial  and  cultural  ties. 

• International  aid  agencies  such  as  CIDA,  the 
World  Bank  and  the  Asian  Development  Bank  are 
stressing  the  importance  of  education  and  training 
in  developing  countries,  particularly  as  the 
traditional  focus  on  major  capital  projects  has  all 
but  ceased,  given  the  lack  of  economic  benefits 
that  have  resulted  from  previous  capital  projects. 
Increased  funding  from  aid  agencies  for  education 
and  training  will  result  in  more  export 
opportunities  for  Alberta’s  education  and  training 
organizations. 

• The  export  of  education  and  training  products  and 
services  by  Alberta’s  public  sector  organizations 
provides  them  with  another  source  of  funds  at  a 
time  when  government  budget  allocations  for 
education  are  declining. 
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• Many  private  education  and  training  firms  believe 
that  government’s  primary  role  is  to  provide  them 
with  information  on  international  opportunities 
and  to  offer  them  financial  assistance  and  training 
to  help  them  followup  on  those  opportunities. 


Strategic  Direction  and  Priorities 

The  diversity  of  this  sector,  as  discussed  earlier, 
makes  identification  of  priority  markets  a difficult 
proposition.  The  various  sub-sectors  have  a range 
of  products  and  services,  all  with  different  markets. 
Furthermore,  new  potential  markets  are  frequently 
being  identified  in  this  rapidly  growing  sector. 

Noting  these  limitations,  markets  in  Asia 
(particularly  Japan,  India,  Pakistan,  China,  Korea 
and  Taiwan),  the  Middle  East  (particularly  Kuwait, 
United  Arab  Emirates,  Saudi  Arabia  and  Lebanon) 
and  Mexico  appear  to  have  the  greatest  opportunities 
for  the  broad  range  of  education  and  training 
exports.  These  regions  are  experiencing  significant 
economic  growth.  Their  economic  success  continues 
to  require  well  trained  workers  to  carry  this  growth 
in  the  industrial  and  manufacturing  sectors.  In 
particular,  economic  progress  and  industrial 
diversification  necessitate  the  learning  of  new 
technologies,  trades  and  professions. 

It  should  be  noted  that  many  of  Alberta’s  private 
education  and  training  exporters  first  started  selling 
in  the  United  States.  It  is  Alberta’s  most  accessible 
export  market  and  can  serve  as  a "springboard"  for 
other  export  markets. 

Other  potential  markets  for  Alberta’s  education  and 
training  organizations  include  Latin  America,  Africa, 
Eastern  Europe  and  the  former  Soviet  Union 
(particularly  Tyumen  and  the  surrounding  area). 
These  regions  all  hold  potential  as  their  economies 
begin  to  develop  further  and  result  in  increased 
domestic  wealth.  Their  economies  will  require 
programs  for  a well  trained  workforce  which  Alberta 
can  provide. 


Objectives 

• To  raise  Alberta’s  profile  overseas  as  an 
experienced,  reputable  and  innovative  provider  of 
a wide  range  of  education  and  training  goods  and 
services. 

• To  provide  Alberta’s  education  and  training  sector 
the  tools  they  need  to  work  more  cooperatively  to 
identify  and  take  advantage  of  international 
opportunities. 

Strategic  Direction 

• Develop,  in  cooperation  with  the  private  sector, 
an  international  marketing  strategy  for  the 
education  and  training  sector. 

• Develop  and  maintain  a comprehensive  directory 
of  education  and  training  institutions  in  Alberta. 

• Prepare  and  update  statistics  on  the  value  of 
Alberta’s  education  and  training  exports,  primary 
export  locations  and  other  information  related  to 
the  sector. 

• Obtain  information  on  education  and  training 
export  opportunities  and  disseminate  this 
information  to  all  public  and  private  education 
and  training  organizations  in  Alberta. 

• Ensure  that  Alberta’s  international  offices  and 
Canada’s  embassies  have  detailed  information  on 
education  programs  available  at  Alberta 
universities  and  colleges. 

• Continue  efforts  to  access  international  contracts 
funded  by  aid  agencies,  but  place  greater 
emphasis  on  securing  privately  funded  contracts. 

• Take  greater  advantage  of  opportunities  to  tie  the 
delivery  of  education  and  training  services  to  the 
international  sale  of  Alberta  products. 

• Encourage  greater  international  marketing 
cooperation  and  collaboration  (e.g.,  consortia 
development)  among  Alberta’s  education  and 
training  organizations. 
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Activity /Event 

Date 

Location 

Department 

Contact 

7th  Annual  NASBITE 
International  Conference 

Apr  24-29, 
1994 

Omaha,  NB 

Economic 
Development  & 
Tourism  (ED&T) 

Audrey  Albrecht-Lee 
427-4323 

Catherine  Gordey 
422-0561 

Learn  Tech  ’94 

Nov  1994 

Germany 

ED&T 

Catherine  Gordey 
422-0561 

Seminar  on  ideas  for 
cooperative  exports 

Fall  1994 

Edmonton, 

AB 

ED&T 

Joe  Hak 

422-6236 

AECT 

Feb  1995 

Dallas,  TX 

ED&T 

Catherine  Gordey 
422-0561 

International  Education  & 
Training  Reverse  Trade 
Show 

Spring  1995 

TBD 

ED&T 

Joe  Hak 

422-6236 

Geo  Fitt  Seminars 

Ongoing 

Edmonton/ 

Calgary 

ED&T 

Brian  Westlund 
427-4809 

Geo  Fitt  Mission 

Ongoing 

Mexico 

ED&T 

Brian  Westlund 
427-4809 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Electronics/Teleconimunications 


* There  are  presently  210  companies  engaged  in 
electronic  design  and  manufacturing  in  Alberta. 

* The  industry  shows  annual  sales  of  $1.2  billion. 

* At  present,  the  industry  employs  approximately 
6,150  people. 

* Approximately  61  % of  product  is  exported  outside 
Canada. 


International  Overview 

Electronics,  at  its  most  basic  level,  deals  with  the 
production,  activity  and  effects  of  electrons  in 
motion  through  gas  tubes,  semiconductors  and 
devices.  Microelectronics  is  the  branch  of 
electronics  which  deals  with  micro-miniaturization, 
using  extremely  small  circuits  to  replace  larger  more 
costly  transistors.  Electronics  is  an  enabling 
technology,  applied  to  all  industry  sectors.  The 
strengths  and  weaknesses  of  a region’s  electronic 
industry  is  highly  indicative  of  that  region’s 
technological  standing. 

This  sector  is  also  responsible  for  the  emerging 
photonics  area.  Photonics  deals  with  the  production, 
activity  and  effects  of  photons  and  light.  Together, 
electronics  and  photonics  can  be  combined  to  create 
the  field  of  opto-electronics  which  is  involved  in  the 
development  of  lasers,  fibre  optics  and  advanced 
microchips. 

These  fundamental  technologies  have  given  rise  to 
telecommunications  which  is  a process  that  permits 
the  passage  of  communications  (voice,  data,  text  or 
video)  by  means  of  copper  wire,  fibre  optics,  cable, 
radio  frequencies  and  satellite  transmissions. 

During  1992,  the  electronic  equipment 
manufacturing  market  surpassed  $1  trillion  in  global 
sales.  Combined  with  the  telecommunications 
sector,  this  activity  will  account  for  10%  of  the 
global  GNP  by  the  year  2000. 


The  impressive  growth  of  this  sector  is  due  to  a 
convergence  of  computer  and  telecommunication 
applications.  Driven  by  advances  in  microelec- 
tronics and  photonics,  numerous  opportunities  have 
been  created  for  wireless  communications,  personal 
communications  networks,  mobile  computing,  high 
speed  information  networks  (electronic  highways), 
digital  video  and  multi-media  systems. 


Alberta  Position 

The  electronics  industry  in  Alberta  originally 
developed  to  serve  domestic  demand  from  the 
resource  sector.  A large  percentage  (38%)  of 
companies  still  service  the  petrochemical  industry 
through  the  supply  of  instrumentation  and  process 
control  systems.  With  the  general  decline  of  oil 
reserves  and  drilling  activity,  electronics  companies 
have  developed  new  products  for  new  markets.  An 
area  of  significant  activity  is  in  the  supervisory 
control  and  data  acquisition  (SCADA)  market  where 
Alberta  companies  are  world  leaders.  Companies 
such  as  Valmet  Automation,  Harris  Controls,  Datap 
Systems  and  Datek  Industries  specialize  in  process 
control  monitoring  for  utilities,  pipelines, 
petrochemical,  waste  water  and  telecommunication 
industries. 

Outside  the  mainstream,  new  areas  of  activity  are 
now  developing.  Hughes  Aircraft  of  Canada  has  a 
major  avionics  group  in  Alberta.  Computing 
Devices  Corp.  is  establishing  a major  presence  in 
defence  electronics.  Due  to  an  established 
technology  infrastructure,  new  companies  are 
forming  in  the  areas  of  photonics,  power  systems, 
remote  sensing,  medical  devices  and  computer 
peripheral  equipment. 

The  electronics  industry  is  also  well  supported  in 
microchip  design  through  LSI  Logic  and  by  contract 
circuit  board  assembly  through  LogiCan 
Technologies  Inc. 
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electronic  design  and  manufacturing.  In  1992,  total 
industry  sales  were  approximately  $1.2  billion,  a 
50%  growth  over  1987.  An  industry  survey  shows 
that  56%  of  companies  are  less  than  10  years  old. 
This  industrial  sector  employs  6, 150  people  of  whom 
2,500  are  engaged  in  telecommunication 
manufacturing  activity. 

The  primary  growth  area  is  the  manufacturing  of 
telecommunication  products  which  accounts  for  $600 
million  in  annual  sales.  Although  telecommuni- 
cations manufacturing  represents  one-half  of  the 
overall  sector  activity,  it  is  dominated  by  two 
companies.  Calgary  is  the  home  of  two  of  Northern 
Telecom’s  manufacturing  facilities,  both  of  which 
have  world  mandate  manufacturing.  Northern 
Telecom  employs  more  than  1,700  people  and 
manufactures  more  than  $400  million  worth  of 
advanced  telecommunications  equipment  annually. 
NovAtel  Communications  Ltd.  in  Calgary  employs 
over  250  people  and  is  a manufacturer  of  Global 
Position  Systems  and  cellular  access  products.  JRC 
Canada  Inc.  of  Lethbridge  is  Canada’s  designer  and 
manufacturer  of  cellular  telephones,  employing  over 
275  people.  The  industry’s  two  dozen  smaller 
telecommunication  manufacturers  are  also  at  the 
forefront  of  wireless  communications  technology  and 
produce  a range  of  products. 

The  province’s  telecommunications  carriers  (ED 
TEL  & AGT  Ltd.)  are  active  in  ensuring  Albertans 
have  access  to  new  technological  advances.  Each 
incorporates  leading-edge  innovations  into  its 
networks.  A majority  of  telecommunications 
services  are  offered  on  a competitive  basis.  The 
province  supports  the  development  of  a strong 
telecommunications  industry  which  is  internationally 
competitive  and  capitalizes  on  export  opportunities. 

Alberta  is  also  well  served  by  the  cable  television 
industry  with  cable  services  available  to  over  90%  of 
the  province.  Edmonton  is  headquarters  to  Canada’s 
third  largest  cable  company,  Shaw  Cablesystems 
Ltd.,  with  its  systems  providing  service  to  most 
Canadian  provinces.  Future  convergence  of 
telephone  and  cable  technologies,  with  new 
interactive  services,  will  provide  additional 
opportunities  for  both  industries. 


A significant  part  of  the  growth  of  the  electronic  and 
telecommunication  industries  in  Alberta  can  be 
attributed  to  establishment  of  advanced  technology 
institutes.  The  Alberta  Microelectronic  Centre,  The 
Laser  Institute,  TRLabs  and  the  Electronics  Test 
Centre  provide  applied  research  and  development 
strengths,  prototype  development,  testing  and 
certification.  Each  institute  is  also  actively  involved 
in  the  process  of  transferring  technology  to  industry. 

With  the  advent  of  free  trade  and  the  increasing 
globalization  of  markets,  the  Alberta  industry 
increased  its  exports  in  1992  to  $958  million, 
representing  growth  of  225%  over  1987. 


Strategic  Direction  and  Priorities 


Priority  Markets 

The  dominant  markets  for  Alberta’s  electronics 
sector  are  the  petrochemical,  resource  processing 
and  consumer  products  industries  (primarily  business 
and  cellular  phones).  The  sales  distribution  figures 
indicate  that  86%  of  products  are  exported  outside 
Alberta.  The  principal  export  market  is  the  United 
States,  (49%).  Others  are:  Canada  (25%);  Europe 
(4%);  Asia-Pacific  (3.5%).  The  United  States  is  the 
first  and  primary  export  market  for  most  Alberta 
companies.  The  most  promising  region  for  new 
growth  is  Southeast  Asia,  including  Association  of 
Southeast  Asian  Nations  (ASEAN),  South  Korea, 
Taiwan  and  Hong  Kong. 

With  the  development  of  the  NAFTA,  electronics 
and  telecommunication  manufacturers  are 
increasingly  pursuing  Mexican  and  South  American 
markets.  Recently,  companies  which  service  the 
petrochemical  industry  with  instrumentation  and 
control  systems  have  begun  to  look  at  Russia  and 
Eastern  Europe. 

Objectives 

Develop  this  industry  sector  so  that  it  surpasses  the 
agricultural  industry  by  the  year  2000,  by: 
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• Creating  a favourable  business  climate  for 
emerging  companies. 

• Encouraging  risk  capital  for  new  ventures  in 
manufacturing  and  product  development. 

• Continuing  to  encourage  the  implementation  of 
advanced  technology  to  create  value-added, 
efficient,  competitive  products  from  the  resource 
sector. 

• Encouraging  strategic  alliances  between  multi- 
national original  equipment  manufacturers  and 
local  component  suppliers. 


Strategic  Direction 

• Identify  original  equipment  and  component 
manufacturing  opportunities  and  encourage 
investment  in  this  area. 

• Facilitate  joint  ventures  and  strategic  alliances 
through  federal  initiatives,  missions,  trade 
shows,  and  personal  contacts  which  will 
strengthen  and  further  develop  the  sector. 

• Continue  to  work  with  stakeholder  groups  to 
establish  technical  linkages  to  improve 
communications  and  alliances  within  the 
province,  across  Canada  and  around  the  world. 

• Continue  to  monitor  the  activities  of  the  telecom 
carriers  and  the  cable  television  industry 
regarding  progress  in  the  convergence  of  their 
technologies.  Such  convergence  may  lead  to 
additional  business  opportunities  for  Alberta 
manufacturers. 

• Continue  to  support  Alberta’s  technology 
infrastructure  as  an  effective  means  of  providing 
technology  transfer  and  prototype  development 
facilities  for  industry. 

• Assist  manufacturers  with  attaining  and 
improving  quality  assurance  programs. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 

Doorstep  Conference  & Trade 
Show  (Trading  House 
Conference) 

Apr  5-6, 

1994 

Edmonton, 

AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 

422-6236 

New  England  Electronics  Study 

Apr  1994 

Boston,  MA 

ED&T 

Kathleen  Blake 
427-1905 

ISA 

May  3-5, 

1994 

Philadelphia, 

PA 

ED&T 

David  Antoniuk 
422-0561 

Midwest  Electronics  Show 

May  16-20, 
1994 

Minneapolis, 

MN 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

COMDEX/Spring  ’94 

May  23-26, 
1994 

Atlanta,  GA 

ED&T 

Kathleen  Blake 
427-1905 

Supercomm 

May  1994 

New 

Orleans,  LA 

ED&T 

Don  Chinski 
427-4809 

Telecommunications  Mission 

May  1994 

Costa  Rica 

ED&T 

Gerry  Royer 
427-4809 

American  Society  for 

Engineering  Education 

June  26-29, 
1994 

Edmonton, 

AB 

ED&T 

Wendy  Lomas 
422-0561 

Alberta/France  Business 
Roundtable  Conference 

June  1994 

Calgary,  AB 

ED&T 

Bob  Tunis 

427-4809 

Wireless  94  Conference 

July  11-13, 
1994 

Calgary,  AB 

ED&T 

Donald  Audsley 
422-0561 

Telecommunications  Market 
Study 

July  1994 

Buffalo,  NY 

ED&T 

Kathleen  Blake 
427-1905 

Org.  for  Promotion  of  Small 
Telephone  Companies 
(OPASTCO) 

July  1994 

Nashville, 

TN 

ED&T 

Kathleen  Blake 
427-1905 

7th  International  Conference  on 
Super  Lattices,  Microstructures 
and  Microdevices 

Aug  22-26, 
1994 

Banff,  AB 

ED&T 

David  Antoniuk 
422-0561 

CosCom  ’94 

Aug  1994 

Costa  Rica 

ED&T 

Gerry  Royer 
427-4809 

Canadian  High  Technology 

Show 

Sept  20-21, 
1994 

Toronto, 

ON 

ED&T 

David  Antoniuk 
422-0561 
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Activity /Event 

Date 

Location 

Department 

Contact 

Wescon 

Sept  27-29, 
1994 

Anaheim, 

CA 

ED&T 

David  Antoniuk 
422-0561 

Greg  Yaremko 
427-4809 

Software  Matchmaking 

Sept  1994 

Southern 

California 

ED&T 

Greg  Yaremko 
427-4809 

Outgoing  Mission  to  develop 
projects  in  the  high-tech 
industry 

Oct  1994 

Norway, 
Sweden  & 
Denmark 

ED&T 

Behrooz  Sadre- 
Hashemi 

427-4809 

Network  Expo 

Oct  1994 

Dallas,  TX 

ED&T 

Don  Chinski 
427-4809 

CME  Mexico 

Oct  1994 

Monterrey, 

Mexico 

ED&T 

Brian  Westlund 
427-4809 

ELEKTRONIKA  Trade  Show 

Nov  1994 

Germany 

ED&T 

Bob  Tunis 

427-4809 

COMDEX 

Nov  1994 

Las  Vegas, 
NV 

ED&T 

Greg  Yaremko 
427-4809 

Export  Enhancement  Training 
for  Electronics  Sector 

Dec  1994 

Alberta 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

Electronics  Show 

Jan  1995 

San  Diego, 
CA 

ED&T 

Greg  Yaremko 
427-4809 

Oregon/Alberta 

Strategic  Electronics 

Partnership  Mission 

Jan  1995 

Portland, 

OR 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

INTER  Comm 

Feb  20-23, 
1995 

Vancouver, 

BC 

ED&T 

Donald  Audsley 
422-0561 

INTERCOM  ’95 

Feb  1995 

France 

ED&T 

Bob  Tunis 

427-4809 

Investment  Partnering 
Opportunities  Seminar 

Feb  1995 

Boston,  MA 

ED&T 

Kathleen  Blake 
427-1905 

ExpoComm 

Feb  1995 

Mexico 

City, 

Mexico 

ED&T 

Brian  Westlund 
427-4809 

Outgoing  Mission  to  develop 
investment  projects  in  the 
electronics/high-tech  industry 

Mar  1995 

Denmark  & 
Sweden 

ED&T 

Behrooz  Sadre- 
Hashemi 

427-4809 

Hannover  Fair 

Mar  29  - 
Apr  5,  1995 

Hannover, 

Germany 

ED&T 

Denny  Ross-Smith 
427-2005 
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Activity /Event 

Date 

Location 

Department 

Contact 

Outgoing  Mission  to  develop 

Oct  1995 

Denmark, 

ED&T 

Behrooz  Sadre- 

projects  in  the  high-tech 

Norway  & 

Hashemi 

industry 

Sweden 

427-4809 

ELEKTRONIKA  Trade  Show 

Nov  1995 

Germany 

ED&T 

Bob  Tunis 
427-4809 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Energy  and  Minerals 


* Energy  resources  and  related  products 
development  account  for  approximately  20%  of 
the  Alberta  economy. 

* Royalties  and  bonuses  account  for 
approximately  20%>  of  provincial  government 
revenue. 

* The  challenging  geological  and  climatic 
conditions  in  Western  Canada  have  given  rise  to 
the  development  of  unique  and  specialized 
equipment  and  skills  in  the  energy  and  minerals 
sector  that  are  competitive  worldwide. 


Background 

In  Canada,  natural  resources  found  within 
provincial  boundaries  are  generally  owned  by  the 
provincial  government.  Consequently,  provincial 
governments  have  ownership  and  regulatory 
management  responsibilities  including  establishing 
resource  development  policy  and  setting  the 
legislative  and  regulatory  framework. 

Alberta  encourages  resource  development  through 
reliance  on  the  private  sector.  The  Alberta 
Department  of  Energy  leases  mineral  rights  and 
collects  an  owner’s  share  of  resource  production  in 
the  form  of  a royalty.  The  fiscal  system  is 
designed  to  encourage  development  by  making 
investment  attractive  to  the  private  sector.  Both 
the  Alberta  government  and  the  federal 
government  are  committed  to  reliance  on  market 
forces  to  determine  the  timing  of  development  and 
the  marketing  of  energy  resources.  This  dual  level 
commitment  to  the  market  is  reinforced  by 
international  trading  commitments  through  GATT, 
NAFTA  and  its  predecessor  the  FT  A. 

Energy  resources  and  related  products  are 
important  for  the  Alberta  government  for  three 
reasons.  First,  development  of  these  resources 


represents  over  20%  of  the  provincial  economy, 
and  royalties  and  bonuses  account  for 
approximately  20%  of  provincial  government 
revenues.  Second,  the  government  has  a 
responsibility  to  ensure  the  fiscal  and  regulatory 
environment  encourages  market-based 
development.  Third,  since  Alberta  is  a major 
North  American  supplier,  the  Alberta  government 
has  an  interest  in  ensuring  that  the  market  works 
effectively,  without  distortion,  to  ensure 
competitive  access  for  Alberta  resources. 

The  Alberta  industry  has  developed  an  extensive 
and  unique  capability  for  finding,  producing, 
processing,  transporting,  and  utilizing  conventional 
oil  and  gas,  oil  sands  and  coal.  This  in  turn  has 
created  an  extensive  equipment  manufacturing, 
supply  and  service  sector,  which  is  increasingly 
active  and  competitive  internationally.  The 
challenging  geological  and  climatic  conditions  in 
Western  Canada  have  resulted  in  development  of 
unique  and  specialized  equipment  and  skills. 

Alberta  is  addressing  national  and  international  air 
quality  concerns  associated  with  energy 
consumption  through  its  Clean  Air  Strategy.  This 
multi-stakeholder  process  leads  the  way  in  Canada 
for  achieving  the  necessary  balance  in  air  quality 
management. 

The  upstream  production  sector  comprises  oil  and 
natural  gas,  oil  sands,  coal,  sulphur,  electrical 
equipment  technologies  and  services,  and  mineral 
and  metals.  Each  is  discussed  further  in  the 
following  pages.  Oil  and  gas  equipment  and 
services,  and  chemicals,  petrochemicals  and 
refined  petroleum  products  are  described  in 
separate  sections  of  this  plan. 
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Structure  of  Sector 


Resource 

Base 

Equipment  & 
Services 

Production  & 
Processing 

Refined 

Products, 

Chemicals  & 
Petrochemicals 

Mineral 

Rights 

Royalties 

Services 

Exploration 

Development 

Production 

Conventional 

Oil 

Gasoline 

Jet  Fuel 

Diesel  Fuel 

Fuel  Oil 

Processing 

Transportation 

Natural  gas 

Natural  gas 

Sulphur 

Engineering 

Design 

Training 

Equipment 

Ethane 

Petrochemicals 

Propane 

Propane 

Exploration 

Development 

Production 

Processing 

Butane 

Petrochemicals 

Pentanes  Plus 

Refined 

products 

Transportation 

Resource 

Management 

Oil  sands 

Bitumen 

SCO 

Refined 

products 

Coal 

Coal 

Electricity 

Minerals 

Nickel,  cobalt 

Magnesium 

carbonate 

Alberta  crude  oil  prices  are  determined  by  world 
oil  prices.  International  oil  prices  also  have  an 
impact  on  North  American  natural  gas  prices. 
International  oil  prices  reflect  the  extent  to  which 
the  Organization  of  Petroleum  Exporting  Countries 
(OPEC)  manage  their  production  of  crude  oil  to 
meet  international  oil  demand.  However,  the 
international  oil  market  reacts  to  periodic  news  and 
rumours  of  OPEC  strategy,  dropping  demand, 
increasing  production,  or  growing  stocks  resulting 
in  considerable  price  volatility. 

World  wide,  natural  gas  consumption  is  growing 
strongly.  A major  driving  force  is  its  perception 
as  a more  environmentally  friendly  and 
economically  competitive  energy  source.  Demand 
for  LNG  is  growing  strongly,  particularly  in  Asia. 

Many  countries  are  dismantling  their  state-owned 
and  controlled  petroleum  corporations  and 
liberalizing  regulation  to  attract  private  sector 
investment.  This  represents  both  increased 
competition  for  investment  capital  - which  is 
addressed  by  maintaining  an  attractive  domestic 
investment  climate  --  and  an  opportunity  for 
domestic  companies  to  export  expertise.  An 
additional  consequence  of  this  liberalization  has 
been  significant  increases  in  non-OPEC  oil 
production  with  downward  pressure  on  oil  prices. 


Oil  and  Natural  Gas 


International  Overview 

Alberta  is  a major  oil  and  gas  producer,  producing 
over  60  million  m3/year  of  crude  and  equivalent 
and  over  4 tcf/year  of  natural  gas  with  a total 
value  of  $13.5  billion.  Approximately  30%  of  this 
production  is  exported  to  other  parts  of  Canada 
and  a further  50%  to  the  U.S.,  through  an 
extensive  network  of  oil  and  gas  pipelines. 

Natural  gas  exports  to  the  U.S.  are  the  strongest 
growing  market  segment. 

By-products  from  production  of  natural  gas  include 
natural  gas  liquids,  used  as  petrochemical 
feedstocks,  and  sulphur.  These  by-products  are 
valued  at  an  additional  $1.5  billion  per  year. 


Alberta  Position 

Since  1986,  the  Alberta  oil  and  gas  industry  has 
restructured,  reducing  costs  and  improving 
efficiency  to  better  meet  the  needs  of  the 
marketplace.  The  change  was  most  dramatic  in 
natural  gas  which  has  become  a dynamic 
commodity-oriented  market.  In  response,  the 
Alberta  industry  has  cut  reserve  to  production 
ratios  in  half,  and  become  increasingly  tied  into  an 
electronic  marketplace  which  can  reallocate 
supplies  throughout  North  America  through  a 
system  of  gas  exchanges.  Sufficient  pipeline 
capacity  has  been  added  to  ensure  that  pipelines  do 
not  constrain  Alberta’s  participation  in  the  North 
American  market.  The  industry’s  improved 
financial  performance  is  resulting  in  significant 
new  investment  for  exploration  and  development. 
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Access  to  the  U.S.  market,  as  incorporated  into 
the  FTA  and  NAFTA,  is  critical  to  the  expansion 
of  the  industry.  Since  1986,  natural  gas  exports  to 
the  U.S.  have  tripled  (from  635  bcf  to  1.9  tcf  in 
1993). 

The  economics  of  LNG  exports  using  Alberta’s 
natural  gas  continue  to  be  unattractive.  This 
reflects  the  cost-efficient  pipeline  access  to  the 
growing  North  American  natural  gas  markets, 
compared  with  the  high  capital  and  operating  costs 
associated  with  an  LNG  project. 


Strategic  Direction  and  Priorities 

The  key  elements  of  the  government’s  strategy  for 

the  oil  and  gas  sector  are: 

• maintaining  a stable  royalty  regime  that  is 
appropriate  for  the  Alberta  resource  base, 
responds  flexibly  and  automatically  to  price 
fluctuations  and  allows  the  private  sector  to 
develop  resources  profitably  at  a sustainable 
rate  over  time. 

• maintaining  and  continuously  improving  a 
utility  regulatory  framework  to  promote  a low 
cost,  open  access  transportation  system  and 
efficient  markets  for  gas  and  oil. 

• allowing  competitive  access  to  resources  while 
ensuring  protection  of  the  environment. 

Priorities 

• Review  regulations  and  legislation  to  eliminate 
unnecessary  procedures  and  streamline  as 
necessary  to  reduce  the  regulatory  burden  on 
industry  and  cost  to  the  government. 

• Combining  of  the  ERCB  and  PUB  into  the 
Energy  and  Utilities  Board  to  provide  better 
coordination  and  one-window  access  to 
regulation. 

• Elimination  of  overlap  and  duplication  with 
federal  agencies  affecting  the  oil  and  gas 
production  and  pipeline  sectors. 


Oil  Sands 


Alberta  Position 

Alberta  contains  a vast  amount  of  the  oil  sands 
resource.  Bitumen,  which  is  heavier  than 
conventional  heavy  crude  oil,  is  extracted  from  the 
oil  sands  deposits.  The  bitumen  is  then  mixed 
with  diluent  and  sold  in  a blended  form  or  it  is 
upgraded  to  a higher  quality  synthetic  crude  oil, 
which  has  characteristics  similar  to  sweet  light 
crude  oil. 

1992  production  of  bitumen  and  synthetic  crude  oil 
from  Alberta’s  oil  sands  totalled  132  million 
barrels.  This  production,  which  was  valued  at 
$2.5  billion,  comprised  over  20%  of  Canada’s 
crude  oil  and  equivalent  production  for  the  year. 
The  primary  market  for  this  production  is  North 
America,  although  some  bitumen  is  also  exported 
to  Asia. 

Although  oil  sands  resources  are  found  in  35  other 
countries  (the  most  significant  of  which  are 
Venezuela,  Russia,  United  States,  Nigeria,  Chile, 
China  and  Madagascar),  Alberta  is  the  world 
leader  in  commercial  oil  sands  production  and 
associated  technology  development.  Several  of 
these  other  countries  have  technology  cooperation 
agreements  with  Alberta  organizations  such  as  the 
Alberta  Oil  Sands  Technology  and  Research 
Authority  and  the  Alberta  Research  Council,  to 
help  them  develop  their  own  resource. 

Alberta’s  extensive  oil  sands  resources  have  the 
potential  not  only  to  support  Canada’s  future 
energy  needs  but  also  provide  significant 
opportunities  for  export.  The  keys  to  fulfilling 
this  potential  are  i)  new  technology  to  reduce 
current  capital  and  operating  costs,  and  ii)  new 
stakeholders  to  provide  the  necessary  investment 
required  for  further  development. 

The  Alberta  government  supports  the  development 
of  its  oil  sands  resources,  but  the  main  driving 
force  comes  from  the  private  sector.  To  date, 
Alberta’s  oil  sands  development  has  been  led 
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primarily  by  multinational  oil  companies.  Other 
countries,  such  as  Japan,  China,  Korea  and 
Taiwan,  have  also  invested  or  have  expressed 
interest  in  Alberta’s  oil  sands  resources. 


Strategic  Direction  and  Priorities 
Objectives 

The  government’s  oil  sands  strategy  is  to 
accelerate  the  development  of  the  oil  sands  by 
placing  a primary  emphasis  on  improving  the 
viability  of  current  oil  sands  operations  and 
promoting  long-term  expansion  of  oil  sands 
production  by  focusing  on  technological  advances 
that  will  improve  the  cost  position  of  oil  sands 
production  and  upgrading  relative  to  other  supply 
sources  around  the  world.  Other  elements  include 
ensuring  the  fiscal  and  regulatory  framework  is 
conducive  to  further  development  of  the  oil  sands 
and  attracting  additional  investors  into  oil  sands 
development. 

Priorities 

• Re-examining  and  restructuring  of  the 
government’s  oil  sands  research  support  to 
achieve  closer  integration  of  research 
management  with  Departmental  oil  sands 
policy. 

• Closer  coordination  of  Alberta  research  effort 
with  industry  and  federal  government  research, 
notably  through  vehicles  such  as  the  Energy 
Research  Council,  Canadian  Oilsands  Network 
for  Research  and  Development  (CONRAD)  and 
National  Centre  for  Upgrading  Technology 
(NCUT). 


Coal 


International  Overview 

Alberta  produces  three  types  of  coal:  bituminous 
metallurgical  coal,  exported  for  steel  making; 
bituminous  thermal  coal,  exported  for  power 


generation;  and  subbituminous  coal  used  for 
electricity  generation  in  mine-mouth  power  stations 
within  the  province. 

Annual  world  production  of  coal  is  approximately 
5 billion  tonnes,  over  half  of  which  is  produced  in 
China,  United  States  and  Former  Soviet  Union. 

Alberta’s  share  of  Canadian  coal  production  and 
exports  is  57%  and  33%  respectively. 

Within  the  Asia  market  for  Alberta  coal, 
metallurgical  coal  demand  growth  is  limited  due  to 
decreasing  steel  demand  and  changing  technology 
reducing  the  need  for  high  quality  metallurgical 
coal.  Annual  thermal  coal  demand  for  power 
generation  in  Japan  and  Korea  is  projected  to 
increased  by  70  million  tonnes  within  10  years. 
Alberta  producers  face  a world  oversupply  of 
thermal  coal  in  their  marketing  efforts. 


Alberta  Position 

Alberta’s  annual  marketable  coal  production  of  34 
million  tonnes  is  valued  at  $800  million,  and 
creates  over  3,000  direct  and  indirect  jobs  in 
Alberta.  Alberta  exported  9.3  million  tonnes  of 
coal  in  1993,  valued  at  $430  million.  Significant 
export  markets  for  Alberta  producers  include 
Japan,  Korea,  Mexico,  Brazil  and  the  Province  of 
Ontario.  Coal  prices  are  eroding  seriously  in  all 
markets.  Alberta’s  major  competitors  are 
Australia,  the  U.S.,  Indonesia,  China,  Colombia, 
South  Africa,  Venezuela  and  British  Columbia. 

Alberta’s  coals  are  characterised  by  low  sulphur 
content  and  high  reactivity  providing 
environmental  advantages.  Alberta’s  coal 
producers  have  earned  an  international  reputation 
for  reliable  delivery  of  a consistently  high  quality 
product.  The  producers’  major  challenges  are  to 
maintain  cost  competitiveness  in  the  export 
market,  to  retain  their  existing  metallurgical  coal 
exports  and  to  increase  thermal  coal  exports.  The 
long  inland  transportation  distances  from  mine-site 
to  the  Pacific  coast  ports  or  Central  Canadian 
terminals  have  a strong  impact  on  their  cost 
competitiveness. 
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Approximately  70%  of  Alberta’s  coal  production 
is  subbituminous  coal,  used  to  generate  90%  of 
Alberta’s  electric  power.  Use  of  this  coal  enables 
Alberta’s  electricity  to  be  among  the  lowest  cost  in 
North  America. 


Strategic  Direction  and  Priorities 

The  government  continues  to  recognize  that  the 
private  sector  is  responsible  for  developing  and 
marketing  coal  in  response  to  market  signals.  The 
key  to  continued  viability  of  the  export  sector  and 
the  focus  of  the  government’s  strategy  is  to  work 
with  the  industry  to  reduce  rail  and  port  costs, 
while  relying  on  the  industry  to  continue  to  raise 
mining  productivity.  The  strategy  for  maintaining 
the  long-term  viability  of  subbituminous  coal  is  to 
ensure  that  it  is  provided  the  opportunity  to 
compete  with  other  fuels  in  the  supply  of  electrical 
power. 

Priorities 

• Prepare  a long-term  coal  development  strategy. 

• Pursue  lower  provincial  and  municipal  taxation 
of  rail  property  and  diesel  fuel  for  railways,  and 
reduce  port  terminal  charges  in  cooperation 
with  the  federal  and  B.C.  governments.  Ensure 
that  any  savings  that  result  are  passed  on  to 
shippers. 

• Articulate  the  details  of  a long-term 
subbituminous  coal  development  strategy  within 
the  context  of  the  current  review  of  the 
electricity  regulatory  framework  and  industry 
structure. 


Sulphur 


International  Overview 

World  elemental  sulphur  prices  have  plunged  by 
over  70%  from  C$110/t  in  January  1991, 


reflecting  surplus  international  supply.  Total 
annual  world  production  of  35  million  tonnes  of 
elemental  sulphur  exceeds  demand  by  some  3 
million  tonnes  per  year.  Much  of  this  supply  is 
involuntary  production  as  a by-product  of  natural 
gas  production  or  refining  of  oil,  and  does  not 
respond  to  normal  market  signals.  Growth  of 
phosphate  fertilizer  production,  the  major  market 
for  sulphur,  has  lagged. 


Alberta  Position 

Much  of  Alberta’s  natural  gas  contains  varying 
amounts  of  hydrogen  sulphide  (H2S),  which  must 
be  removed  before  the  gas  can  be  sold.  This  has 
resulted  in  Alberta  becoming  a major  supplier  of 
the  world’s  sulphur  market.  Sulphur  is  also 
produced  as  a by-product  of  oil  sands  upgrading. 

Alberta’s  annual  sulphur  production  is  over  6 
million  tonnes.  1992  export  sales  of  4.9  million 
tonnes  were  valued  at  $347  million. 

Current  world  sulphur  prices  provide  a marginal 
return  to  Alberta  producers.  Consequently, 

Alberta  gas  processors  are  stockpiling  a significant 
portion  of  total  production.  Stockpiles  are 
expected  to  exceed  25  million  tonnes  in  the  early 
years  of  the  21st  Century. 

Prism  Sulphur  Corporation  is  the  major  offshore 
marketer  of  Canadian  sulphur,  representing  the 
major  Alberta  sulphur  producers  and  handling 
some  65%  of  offshore  sales  of  Canadian  sulphur. 
Petrosul  is  the  second  largest  marketer  with  some 
28%  of  the  offshore  market.  Offshore  sales  are 
65%  of  total  Canadian  sulphur  exports.  Sales  of 
sulphur  to  the  U.S.  are  handled  by  individual 
producers.  Sultran  operates  special  unit  trains  for 
the  transport  of  solid  sulphur  to  ports  in 
Vancouver. 

Alberta  sells  sulphur  to  20  countries,  the  most 
significant  of  which  are  the  United  States, 
Morocco,  Tunisia,  Indonesia,  Brazil,  South  Africa, 
Israel,  Senegal,  New  Zealand  and  South  Korea. 
China  offers  significant  growth  potential. 
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Strategic  Direction 

• The  Government  of  Alberta  continues  to 
recognize  that  the  private  sector  is  responsible 
for  managing  stockpiles  and  marketing  sulphur 
in  response  to  international  opportunities.  The 
current  challenge  is  to  retain  their  market  share 
by  maintaining  cost  competitiveness  and 
aggressively  pursuing  innovative  marketing 
strategies. 

• Development  of  new  markets  for  sulphur,  such 
as  plant  nutrient  sulphur  (PNS),  can  have  a 
major  impact  on  demand.  New  uses  such  as  in 
concrete,  as  asphalt  extenders  and  similar 
applications,  can  have  a modest  impact. 


Electrical  Equipment  Technologies  and 
Services 


International  Overview 

The  electricity  sector  includes  electricity  as  a 
commodity,  electrical  equipment  and  technologies 
and  consulting  services. 

Electrical  utilities  and  the  construction  and 
manufacturing  industries  comprise  the  largest 
markets  for  the  industry.  The  electricity 
commodity  market  is  limited  to  regional  operating 
interchanges,  with  some  exports  to  the  U.S. 
marketplace.  The  equipment,  technologies  and 
consulting  services  are  global. 

Global  electricity  growth  over  the  next  decade  is 
expected  to  increase  by  about  800  gigawatts,  a 
30%  increase.  This  will  require  about  $3  trillion 
in  electrical  equipment. 

Potential  new  markets  for  equipment,  technologies 
and  electrical  system  consulting  services  include 
Asia,  Latin  America,  Africa  and  the  Middle  East. 

The  U.S.  is  the  destination  of  about  75%  of  the 
Canadian  electrical  equipment  industry’s  exports. 
The  emphasis  will  be  on  the  refurbishing  and 
upgrading  of  existing  plants  and  systems. 


Equipment  development  will  concentrate  on  gas 
turbines  for  power  and  co-generation  purposes 
especially  with  the  availability  of  reasonably  priced 
natural  gas. 


Alberta  Position 

The  Alberta  electrical  industry  revolves  around  the 
province’s  8,000  megawatt  system,  which  provides 
Alberta  with  some  of  the  lowest  cost  electrical 
power  in  North  America.  The  utilities  have 
developed  expertise  in  low  rank  coal-fired 
generation,  transmission  and  distribution  systems. 
Consulting  services  permit  Alberta  companies  to 
capitalize  on  opportunities  for  electrical  systems 
development  on  a global  basis.  These  services 
include  equipment,  technologies  and  operating 
expertise  as  well  as  expertise  related  to  energy 
efficiency  and  environmental  protection. 


Strategic  Direction 

The  government’s  primary  objective  for  the 
electricity  sector  is  to  ensure  that  electricity  is  low 
cost  and  continues  to  be  a significant  element  of 
the  "Alberta  Advantage".  A second  objective  is  to 
promote  commodity,  equipment,  technology  and 
service  exports  based  on  the  expertise  of  Alberta- 
based  power  companies  and  their  suppliers. 

Electrical  Generation 

Our  strategy  is  to  develop  a regulatory  framework 
and  industry  structure  that  promotes  a highly 
efficient  electricity  sector  that  can  benefit  from 
technological  advantages  and  respond  efficiently 
and  effectively  to  challenges  and  opportunities 
inside  and  outside  Alberta. 

Priorities 

• Merger  of  the  ERCB  and  PUB  into  the  Energy 
& Utilities  Board  to  provide  greater 
coordination  and  clarity  in  handling  regulatory 
issues  that  span  the  jurisdiction  of  the  current 
Boards. 
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• Explore  with  stakeholders  the  potential  for 
improved  performance  of  the  electric  sector 
through: 

alternatives  to  the  current  industry 
structure; 

changes  to  the  current  EEMA  mechanism 

for  addressing  cost  differences  across 

franchise  boundaries; 

electricity  exports;  and 

alternative  methods  of  regulating  utilities 

that  rely  on  greater  accountability  and 

incentives. 

• Establish  a vision  for  the  power  sector  in 
Alberta  and  a timetable  for  future  actions  to 
achieve  that  vision,  including  changes  to 
regulation  and  the  EEMA  mechanism. 

Electrical  Equipment,  Technologies  and  Services 

The  strategy  will  emphasize  economic  development 

opportunities  that  can  result  from  increased  exports 

of  Alberta-based  electrical  equipment,  technologies 

and  services.  Activities  will  include: 

• Support  emerging  electrotechnologies, 
especially  those  involved  with  energy  savings, 
alternate  and  renewable  energy,  and  improved 
electrical  system  efficiencies. 

• Continue  to  provide  marketing  assistance 
through  the  provision  of  market  intelligence, 
market  identification,  and  international  exposure 
through  participation  in  missions,  trade  fairs, 
and  international  conferences. 

• Assist  Alberta  companies  to  develop  and 
promote  their  domestic  and  export  capabilities 
particularly  for  renewable  energy  and  co- 
generation technologies  and  equipment. 

• Continue  to  negotiate  improved  access  to  the 
U.S.  procurement  market,  now  limited  by  the 
provisions  of  the  "Buy  America"  Act. 

• Continue  to  encourage  companies,  particularly 
small  and  medium-sized  firms,  to  become 
proactive  in  pursuing  new  markets  by  forging 


strategic  alliances  with  Alberta-based  electrical 
project  developers  (i.e.  utilities). 

• Encourage  Alberta  consultants  to  specify 
Alberta  equipment  wherever  possible. 

• Assist  these  Alberta  electrical  projects 
developers  to  secure  new  business 
internationally. 


Minerals  and  Metals 


International  Overview 

The  internationally  traded  minerals  and  metals 
commodities  sectors  are  dominated  by  major, 
sophisticated  international  companies  engaged  in 
exploration,  extraction  and  processing  of  minerals. 
Metals  and  higher  value  commodity  minerals  are 
traded  around  the  world  and  compete  on  the  basis 
of  delivered  price  and  reliability  of  supply. 
Specifications  are  standardized  and  there  is  little 
opportunity  to  compete  on  quality.  Thus, 
competitive  costs  are  of  paramount  importance  and 
the  primary  basis  of  competition  is  price.  Lower 
value  industrial  minerals  and  mineral  products, 
such  as  sand  and  gravel,  limestone,  cement  and 
cement  products,  are  produced  near  consuming 
centres  and  are  not  traded  internationally  to  any 
great  extent.  For  those  commodities, 
transportation  is  a significant  component  of 
delivered  cost  and  local  suppliers  are  relatively 
well  insulated  from  international  competition. 

Alberta  Position 

The  Alberta  industry  mostly  produces  the  lower 
value  industrial  minerals  except  for  one  company 
that  produces  nickel  and  cobalt  from  imported 
concentrates.  Total  industry  shipments  in  1991 
were  just  over  $750  million.  Of  this,  over  $700 
million  consisted  of  industrial  minerals  and 
mineral  products,  of  which  only  5%  was  exported, 
and  less  than  $50  million  consisted  of  metals,  most 
of  which  was  exported.  Canada’s  total  production 
of  metallic  minerals  and  metals  in  1991  was  nearly 
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$10.5  billion  dollars.  Alberta’s  production  of 
nearly  $50  million  was  less  than  one-half  of  one 
percent  of  that  total.  This  does  not  mean  that 
Alberta  lacks  the  potential  to  have  a significant 
metallic  minerals  industry,  but  that  exploration  and 
geophysical  work  in  the  province  is  directed 
primarily  toward  hydrocarbons.  In  fact,  total  non- 
fuel exploration  expenditures  in  Alberta  in  1992 
were  less  than  one  percent  of  the  Canadian  total 
and  less  than  in  any  other  territory  or  province 
except  for  Prince  Edward  Island  and  Nova  Scotia. 

Industrial  minerals,  while  not  offering  much 
additional  opportunity  for  exports,  nor  being 
threatened  by  imports,  do  contribute  to  the  overall 
competitiveness  of  Alberta  industry.  It  is 
important,  therefore,  that  the  industry  continue  to 
avail  itself  of  the  best  technology  and  production 
methods  and  to  keep  costs  as  low  as  possible.  The 
metallic  minerals  and  metals  sectors  offer  greater 
opportunity  to  contribute  to  future  economic 
growth.  Lack  of  operating  mines  means  only  that 
economic  mineral  deposits  have  not  been  found, 
not  that  they  don’t  exist.  Favourable  geological 
settings  are  thought  to  occur  in  the  Canadian 
Shield  in  Northern  Alberta,  the  volcanic  rocks  of 
Southern  Alberta,  the  Clear  Hills  area  of 
northwestern  Alberta  and  the  oil  sands  near  Fort 
McMurray. 


Strategic  Direction  and  Priorities 

Objectives 

The  government’s  strategy  for  encouraging  mineral 
exploration  in  the  province  is  based  primarily  on 
increasing  the  quality  and  quantity  of  baseline 
geological  information  necessary  to  attract  the 
attention  of  the  mineral  exploration  industry. 


Priorities 

• Continue  to  support  the  development  and 
dissemination  of  the  geoscience  data  base 
through  the  Mineral  Development  Agreement 
and  related  activities  of  the  Alberta  Geological 
Survey. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

Expomin  Mining  Exhibition 

May  1994 

Santiago, 

Chile 

Economic 
Development  & 
Tourism  (ED&T) 

Bill  Jaschke 
427-4809 

Incoming  Buyers  Mission 
from  Alaska  to  National 
Petroleum  Show 

June  14-16, 

1994 

Calgary,  AB 

ED&T 

Chris  Makowski 
427-4323 

National  Petroleum  Show 

June  14-16, 

1994 

Calgary,  AB 

ED&T 

Susan  Elliott 
427-1905 

NOIA  Conference  & 

Offshore  Newfoundland 

Show 

June  20-23, 

1994 

St.  John’s, 

NF 

ED&T 

Susan  Elliott 
427-1905 

American  Public  Power 
Association 

June  26-29, 

1994 

Chicago,  IL 

ED&T 

Susan  Elliott 
427-1905 

International  Energy  and 
Environmental  Congress 

Aug  4-7,  1994 

Minneapolis, 

MN 

ED&T 

Chris  Makowski 
427-4323 

Matchmaker  Event  - 
Industrial  Equipment  & 
Machinery 

Sept  1,  1994 

Detroit,  MI 

ED&T 

Matt  Collins 
427-1905 

Northwest  Electrical  Light 
and  Power  Assoc. 

Conference  & Show 

Sept  13-15, 

1994 

Calgary,  AB 

ED&T 

Chris  Makowski 
427-4323 

Power-Gen  ’94 

Dec  26,  1994 

Orlando,  FL 

ED&T 

Susan  Elliott 
427-1905 

National  Plant  Engineering 
& Maintenance  Show 

Mar  13-16, 

1995 

Chicago,  IL 

ED&T 

Matt  Collins 
427-1905 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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* In  Alberta,  the  environmental  sector  consists  of 
approximately  800  companies,  employing  about 
8,000  workers  and  generating  $600  to  $700 
million  annually  in  revenue. 

* The  world  market  for  environmental  products  and 
services  is  estimated  to  grow  from  US  $295 
billion  in  1992  to  US  $426  billion  by  1997. 

* Alberta ’s  competitive  strengths  in  environmental 
processes,  products  and  services  provide  a solid 
basis  for  growth  opportunities  in  the  international 
market,  particularly  in  the  United  States,  Europe 
and  Asia. 


International  Overview 

The  sector  includes  companies  that  provide  services 
including  research,  design,  construction,  servicing 
and  implementation  required  for  environmental 
conservation,  protection,  enhancement  products  and 
services  for  municipalities,  manufacturers  and 
resource  industries. 

The  world  market  for  environmental  products  and 
services  was  estimated  to  be  approximately  US$295 
billion  in  1992.  This  is  expected  to  grow  to  US$426 
billion  by  1997.  Estimates  of  Canadian  market 
share  range  from  $6  to  $10  billion  (1992)  or  about 
3%  of  the  world  market.  The  average  annual 
growth  rate  of  Canada’s  environmental  industry  is 
estimated  to  be  about  10%,  resulting  in  a value 
ranging  from  $11  to  $17  billion  by  1997. 

The  Canadian  environmental  industries  and  services 
sector  comprises  approximately  3,500  companies 
employing  about  142,000  Canadians.  Of  these 
firms,  over  350  are  active  exporters  although  as 
many  as  1,200  firms  have  export  potential.  An 
estimated  65%  of  the  firms  provide  environmental 
services  and  35%  are  involved  in  manufacturing 
products. 


Alberta  Position 

In  Alberta,  the  environmental  sector  consists  of 
approximately  800  companies,  employing  about 
8,000  workers,  and  generating  $600  to  $700  million 
annually  in  revenue.  The  focus  is  on  providing 
services  (70%  of  firms),  rather  than  products.  The 
majority  of  Alberta  companies  consist  of  six  to  eight 
employees  and  do  less  than  $500,000  in  annual 
sales.  Of  the  four  western  provinces,  Alberta  has 
the  best  established  environmental  industry 
association,  the  300-member  Environmental  Services 
Association  of  Alberta  (ESAA). 

Slightly  over  60%  of  total  environmental  sales  by 
Alberta  companies  were  within  the  province.  Sales 
derived  from  export  activities  to  the  following 
markets,  expressed  as  a percentage  of  total  revenues, 
were  estimated  to  be: 


Within  Province 

61.2 

Western  Europe 

3.3 

Other  Western 

Provinces 

13.8 

Eastern  Europe 

0.2 

Eastern  Provinces 

5.5 

Pacific  Rim 

3.3 

United  States 

12.6 

Overall,  the  sector  is  changing  its  orientation  from 
environmental  clean-up  to  the  development  of  new 
processes  and  technologies  to  reduce  environmental 
problems.  The  sector  consists  of  four  basic  groups: 

• small  entrepreneurs/tinkerers 

• consulting  services 

• equipment  suppliers 

• manufacturers  of  green  products 

The  province’s  environmental  sector  has  a number 
of  competitive  strengths. 
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• Alberta  has  the  only  hazardous  waste  treatment 
facility  in  Western  Canada.  The  facility  at  Swan 
Hills  has  created  a substantial  supporting  industry 
within  the  province. 

• The  Alberta  Research  Council  and  the  Alberta 
Environmental  Centre  contribute  to  Alberta’s 
expertise  in  environmental  issues. 

• Alberta  firms  have  developed  processes  and 
products  which  meet  or  exceed  internationally 
recognized  standards  of  quality  and  reliability. 

• The  regulatory  environment  is  encouraging  Alberta 
firms  to  expand  their  knowledge  base  and  develop 
or  acquire  new  technology  and/or  processes  that 
may  have  export  potential.  Alberta’s  expertise  in 
environmental  policies  and  regulatory  processes 
can  be  exported  and  can  be  used  to  introduce 
Alberta  companies  in  expanding  markets. 


Strategic  Direction  and  Priorities 

Objectives 

• to  increase  export  sales  of  environmental  products 
and  services  by  Alberta-based  businesses; 

• to  increase  investment  in  Alberta’s  environmental 
sector; 

• to  increase  the  development  and  acquisition  of 
technology  processes,  services  and  products  by 
Alberta-based  firms  through  joint  research  and 
development  projects  with  foreign  companies  and 
institutions; 

• to  enhance  the  linkage  between  research  and 
development  and  commercial  opportunities  for 
environmental  goods  and  services;  and 

• to  enhance  growth  and  sustainability  in  existing 
markets  and  to  diversify  the  market  base, 
identifying  and  initiating  contacts  in  newly 
emerging  markets. 


Target  Markets 

Although  export  sales  account  for  just  over  one-third 
of  total  sales  for  Alberta  businesses,  the  fact  that  the 
domestic  market  is  relatively  small  means  that  the 
best  opportunities  for  growth  lie  in  the  international 
market,  particularly  in  the  United  States,  Europe  and 
Asia. 

The  Americas 

• United  States 

- the  U.S.  is  the  major  foreign  market  for 
Alberta  environmental  firms  at  present. 
Potential  exists  in  some  of  the  regional,  close- 
in  states  in  the  U.S.,  possibly  in  the  clean-up 
of  contaminated  sites  under  the  Superfund 
program. 

• Mexico 

- there  is  significant  potential  for  environmental 
products  and  services  with  the  North  American 
Free  Trade  Agreement  (NAFTA)  in  place. 
Opportunities  exist  to  export  the  environmental 
process  (legislation,  regulation,  etc.)  as  well  as 
product  and  services. 

• Latin/South  America 

- Significant  potential  may  exist  for  Alberta’s 
environmental  services  in  these  countries. 
Specific  market  opportunities  will  be  explored. 

Europe 

• Western  Europe 

- Alberta  firms  have  3.3%  of  their  total  sales  in 
Western  Europe.  The  direct  sales  potential  is 
limited  because  of  competition  from  leading 
innovators  (i.e.  Germany).  However, 
opportunities  for  licensing  technology  and  joint 
venturing  may  offer  potential  especially  in 
newer  member  countries  of  the  European 
Community. 

• Eastern  Europe 

- an  emerging  market  given  the  current  state  of 
the  environment.  Countries,  such  as  Poland, 
have  committed  to  environmental  restoration, 
but  may  require  funding  to  implement. 
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Pacific  Rim 

• Japan 

- ranks  as  Alberta’s  second  largest  foreign 
market  and  is  an  important  potential  source  for 
technology  transfer  and  partnership  alliances 
for  entry  into  other  markets. 

• Industrialized  Asia 

- countries  such  as  South  Korea,  Taiwan,  Hong 
Kong  and  Thailand  have  shown  rapid 
economic  growth,  sometimes  in  the  face  of 
environmental  protection.  Demand  for 
protection  and  sustainability  of  the 
environment  may  enhance  prospects  for 
Alberta  environmental  firms. 

• Developing  Asia 

- developing  countries,  such  as  India  and 
Vietnam,  also  offer  potential  but  will  require 
longer-term  initiatives. 


Suggested  Strategies 

Overall,  the  strategy  for  Alberta’s  environmental 

sector  should  encompass  four  elements: 

• attract  investment  in  research,  technology  and 
product  development; 

• strengthen  the  sector  and  its  components  within 
Alberta  to  increase  export  readiness; 

• identify  and  target  export  opportunities  in  primary 
markets;  and 

• support  initiatives  geared  to  emerging  or  newly 
developing  markets. 

Strategies  to  achieve  these  elements  include: 

• encouraging  research  and  development  capabilities 
within  the  sector  via  industry  incentives; 

• improving  the  acquisition  and  development  of 
new  and  innovative  technologies  through  industry 
linkages; 


• enhancing  the  "add-on"  or  value-added 
component  of  existing  environmental  goods  and 
services; 

• focusing  on  commercialization  of  technology 
research  and  development  by  providing  linkages 
from  research  to  supplier  to  consumer/client; 

• developing  and  maintaining  networks  for  market 
information,  sector  trends  and  business  sourcing; 

• maintaining  current  industry  profile  and  targets 
for  growth; 

• developing  strategic  alliances  and  partnerships  by 
forming  consortia,  linking  up  with  national  or 
international  firms,  or  utilizing  existing  agencies, 
associations  and  organizations; 

• ensuring  industry  associations  have  strength  in 
developing  markets  and  export  promotion; 

• identifying  and  promoting  training  in  such  areas 
as  management,  marketing  and  licensing  to  assist 
company  growth  and  competitiveness; 

• focusing  marketing  strategies  and  activities  on 
viable  opportunities  and  the  cost/benefit  of  such 
activities; 

• targeting  and  validating  priority  markets  (United 
States,  Western  Europe,  Pacific  Rim)  and 
allocating  resources  to  these  markets; 

• confirming  emerging  markets  (Mexico,  Eastern 
Europe,  Asia)  and  initiating  development 
activities  in  these  markets; 

• showcasing  Alberta’s  product  strengths  (e.g. 
waste  management,  recycling,  environmental 
effects  monitoring,  clean  fuel  burning 
technologies,  sulphur  recovery)  in  conjunction 
with  leading  sector  exporters; 

• selling  Alberta’s  expertise  in  environmental 
protection  applications  and  standards; 
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• selling  the  Alberta  environmental  "process" 
including  public  input,  project  review  and 
approval,  and  development  of  environmental 
legislation; 

• improving  access  to  international  funding  agencies 
(e.g.  World  Bank,  Asian  Development  Bank)  in 
order  to  highlight  Alberta’s  environmental 
strengths; 

• ensuring  that  environmental  legislation  and 
standards  are  introduced  in  a coordinated  and 
consistent  way  with  industry  input; 

• ensuring  that  government  policies  recognize  and 
encourage  the  economic  potential  of  the 
environmental  services  sector;  and 

• reducing  the  overlap  and  duplication  of 
environmental  authorities  in  order  to  facilitate  the 
development  of  market-based  opportunities. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 
Doorstep  Conference  & 
Trade  Show  (Trading 

House  Conference) 

Apr  5-6,  1994 

Edmonton, 

AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 
422-6236 

PetroTech  Expo 

Apr  12-13, 

1994 

Bakersfield, 

CA 

ED&T 

Jim  Armet 
427-4809 

Technical  Association  of 
the  Pulp  and  Paper 

Industries  Environmental 
Conference  and  Trade  Fair 

Apr  18-19, 

1994 

Portland,  OR 

ED&T 

Chris  Makowski 
427-4323 

Environment  Mission  to 
India,  Marketing  Mission 
to  Sri  Lanka 

Apr  1994 

India  & Sri 
Lanka 

ED&T 

Greg  Jardine 
427-4327 

Outgoing  Mission  to 
develop  projects  in  the 
environmental  sector 

Apr  1994 

Spain,  Italy  & 
Portugal 

ED&T 

Julius  Nemeth 
427-4809 

Waste  Expo 

May  2-7,  1994 

Dallas,  TX 

ED&T 

Don  Chinski 
427-4809 

Norm  Jede 
427-2005 

ENTSORGA  (6th 
International  Fair  for 

Waste  Disposal  & 

Recycling) 

May  18-21, 

1994 

Cologne, 

Germany 

ED&T 

Norm  Jede 
427-2005 

Outgoing  Mission  to 
develop  projects  in  the 
environmental  sector 

May  1994 

Poland, 

Ukraine, 
Romania, 
Bulgaria, 
Slovenia  & 
Albania 

ED&T 

Don  Wilson 
427-4809 

ENTEC  ’94 

May  1994 

Finland 

ED&T 

Behrooz  Sadre- 

Hashemi 

427-4809 

Environmental  Mission  to 
the  New  States  of 

May  1994 

Germany 

ED&T 

Karin  Teubert 
422-9330 

Germany  for  sale  of 
Alberta  Technology  i.e. 
Taciuk  Process,  Soil 
Reconditioners,  Waste 
Material  Recycling 
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Activity  /Event 

Date 

Location 

Department 

Contact 

Environment  Trade 

Mission  to  China 

May  - June 

1994 

China 

ED&T 

Josephine  Choi 
427-4809 

H AZM  AT /Environmental 
Management  Expo 

June  1-3,  1994 

Seattle,  WA 

ED&T 

Chris  Makowski 
427-4323 

HAZMAT 

June  15-17, 

1994 

Philadelphia, 

PA 

ED&T 

Norm  Jede 
427-2005 

Outgoing  Industrial  Waste 
Water  Mission 

June  1994 

California 

ED&T 

Jim  Armet 
427-4809 

Mexico  Incoming  Mission 

June  1994 

Swan  Hills, 

AB 

ED&T 

Brian  Westlund 
427-4809 

Environment  China  ’94 

June  1994 

Guangzhou 

ED&T 

Josephine  Choi 
472-4809 

Workshops  on  new  US 
Water  Pollution  Control 
Regulations 

June  or  Sept 
1994 

Edmonton  and 
Calgary,  AB 

ED&T 

Chris  Makowski 
427-4323 

Environmental  Strategic 
Partnering  Missions  (4) 

Quarterly 

Seattle,  WA 

ED&T 

Chris  Makowski 
427-4323 

Environmental  Strategic 
Alliance  Mission 

July  1994 

Minneapolis, 

MN 

ED&T 

Chris  Makowski 
427-4323 

International  Energy  and 
Environmental  Congress 

Aug  4-7,  1994 

Minneapolis, 

MN 

ED&T 

Chris  Makowski 
427-4323 

Solid  Waste  Association 
(SWANA) 

Aug  1994 

San  Antonio, 
TX 

ED&T 

Don  Chinski 
427-4809 

Sustainable  Architecture 
Outgoing  Mission 

Sept  1994 

California 

ED&T 

Jim  Armet 
427-4809 

Control  Ambiental 

Sept  1994 

Mexico  City 

ED&T 

Brian  Westlund 
427-4809 

Environmental  Mission  & 
Conference 

Sept  1994 

Venezuela 

ED&T 

Bill  Jaschke 
427-4809 

Environmental  NEBS 
Mission 

Sept  1994 

Seattle,  WA 

ED&T 

Chris  Makowski 
427-4323 

POLLUTEC  (10th 
International  Exhibition  of 
Water  Air  Noise  Waste 
Techniques) 

Oct  18-21, 

1994 

Lyon,  France 

ED&T 

Denny  Ross-Smith 
427-2005 

Pollates  Trade  Show 

Oct  1994 

France 

ED&T 

Bob  Tunis 
427-4809 
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Activity  /Event 

Date 

Location 

Department 

Contact 

Taiwan  Incoming  Buyers 
Mission  on  Environmental 
Protection 

Oct  1994 

Alberta 

ED&T 

Jay  Tam 

427-4809 

HAZMAT  WEST 

Nov  8-10, 
1994 

Long  Beach, 

CA 

ED&T 

Jim  Armet 

427-4809 

Outgoing  Mission  to 
develop  projects  in  the 
environmental  sector 

Nov  1994 

Poland,  Czech 
& Slovakia 

ED&T 

Don  Wilson 

427-4809 

Engineering  Services 

NEBS 

Jan  1995 

Seattle,  WA 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

Enprotech  ’95 
Environmental  Mission 

Jan  1995 

Taiwan 

ED&T 

Jay  Tam 

427-4809 

Outgoing  Mission  to 
develop  projects  in  the 
environmental  sector 

Feb  1995 

Italy  & Spain 

ED&T 

Julius  Nemeth 
427-4809 

Environment  Mission  to 
India  & Pakistan 

Feb  1995 

Delhi, 

Bombay, 
Islamabad  & 
Karachi 

ED&T 

Greg  Jardine 
427-4327 

Environmental  Mission  to 
Hanford  Nuclear  Site 

Mar  1995 

Tri-Cities, 

WA 

ED&T 

Chris  Makowski 
427-4323 

Outgoing  Mission  to 
develop  projects  in  the 
environmental  sector 

May  1995 

Hungary 

ED&T 

Julius  Nemeth 
427-4809 

Outgoing  Mission  to 
develop  projects  in  the 
environmental  sector 

May  1995 

Poland, 

Ukraine, 
Bulgaria, 
Slovenia  & 
Albania 

ED&T 

Don  Wilson 

427-4809 

Outgoing  Mission  to 
develop  environmental 
projects 

Nov  1995 

Poland,  Czech 
& Slovakia 

ED&T 

Don  Wilson 

427-4809 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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* Forestry  is  now  the  fourth  largest  primary 
economic  sector  in  the  province  behind  energy, 
agriculture  and  tourism. 

* With  more  than  $3.7  billion  in  new  investment 
since  1986,  Alberta  has  seen  a major  increase  in 
the  production  of  pulp,  newsprint,  oriented 
strandboard  and  medium  density  fibre  board. 

* Total  industry  shipments  in  1992  were  valued  at 
just  under  $2. 1 billion. 

* Direct  employment  in  Alberta’s  primary  and 
value-added  forest  industries  now  totals  about 
17,000,  with  both  direct  and  indirect  employment 
estimated  at  40,000. 


International  Overview 

Forests  cover  nearly  one-half  of  the  Canadian 
landscape  and  are  a significant  feature  of  our 
economy,  culture,  values  and  traditions.  Canada’s 
forest  products  industries,  long  recognized  as  an 
important  generator  of  wealth  and  employment,  are 
expected  to  remain  a key  source  of  strength  well  into 
the  future. 

Over  the  past  20  years,  Canada  has  accounted  for 
between  18%  and  23%  of  the  global  market  in 
processed/manufactured  forest  products.  Total 
industry  shipments  in  1992  were  valued  at  $36 
billion,  of  which  $22  billion  was  exported.  Direct 
employment  in  Canada’s  forest  industries  currently 
stands  at  about  289,000  with  indirect  employment 
estimated  at  440,000. 


Sub-Sectors 

The  forest  products  sector  is  composed  of  two  major 
industry  groups:  (1)  paper  and  allied  products,  and 
(2)  solid  wood  products.  The  paper  and  allied 
products  industries  are  made  up  of  two  distinct 
segments:  pulp  and  paper  (including  newsprint),  and 


converted  or  value-added  paper  products.  The  wood 
industries  group  also  consists  of  two  segments: 
commodity  products  (such  as  lumber  and 
panelboard),  and  a range  of  value-added  wood 
products. 


Alberta  Position 

Alberta’s  forest  products  sector  has  grown 
significantly  and  is  now  the  fourth  largest  in  Canada, 
behind  British  Columbia,  Quebec  and  Ontario.  With 
more  than  $3.7  billion  in  new  investment  since 
1986,  Alberta  has  seen  a major  increase  in  the 
production  of  pulp,  newsprint,  oriented  strandboard 
and  medium  density  fibreboard.  New  investments 
and  the  application  of  new  sawmill  technologies  have 
also  strengthened  Alberta’s  competitiveness  in 
lumber  and  lumber  remanufacturing. 

Alberta’s  forest-related  operations  currently  include: 
more  than  200  sawmills,  with  about  25  considered 
major;  3 oriented  strandboard  mills;  1 medium 
density  fibreboard  mill;  1 plywood  plant;  6 pulp 
mills;  1 newsprint  facility;  2 construction  paperboard 
mills;  and  approximately  300  value-added  wood 
products  operations. 

Forestry  is  now  the  fourth  largest  primary  economic 
sector  in  the  province  behind  energy,  agriculture  and 
tourism.  Total  industry  shipments  in  1992  were 
valued  at  just  under  $2.1  billion,  representing  an 
increase  of  89%  over  the  total  shipments  of  almost 
$1.1  billion  recorded  in  1986.  Direct  employment 
in  Alberta’s  forest  industries  now  totals  about 
17,000,  with  total  employment  estimated  at  40,000. 

Statistics  Canada  estimates  that  Alberta  exported 
$850  million  in  forest  products  in  1992.  The  paper 
and  allied  products  industries  accounted  for 
approximately  $600  million  while  the  wood 
industries  accounted  for  the  remaining  $250  million. 
Recent  discussions  with  a number  of  the  larger 
Alberta  forest  products  suppliers,  however,  indicate 
that  these  figures  may  underestimate  export  activity 
due  to  the  reporting  methodology  used.  As  a result, 
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it  appears  that  exports  may  actually  be  closer  to  $ 1 .5 
billion  or  70%  of  the  total  value  of  shipments. 

The  rapid  growth  of  Alberta’s  forest  industries  has 
also  created  new  opportunities  for  the  suppliers  of 
goods  and  services  to  the  sector.  From  the 
manufacturing  of  harvesting  equipment  and  the 
servicing  of  woodlands  operations,  to  the 
construction  of  sodium  chlorate  and  hydrogen 
peroxide  plants  to  service  the  needs  of  pulp  and 
paper  producers,  a wide  range  of  supply 
opportunities  are  now  available. 

Equipment  and  materials  for  mill  construction 
represent  a relatively  new  area  of  supply 
opportunity,  as  does  the  ongoing  supply  of  industrial 
equipment  and  services  to  Alberta’s  existing  mills 
and  value-added  operations.  Although  much  of  the 
machinery  and  equipment  is  quite  sophisticated  and 
is  currently  imported,  Alberta  fabricators  and  service 
contractors  are  expected  to  continue  to  realize 
increased  business  through  both  sub-contracts  and  in 
dealing  directly  with  the  mills. 


Situation  Analysis 

Canada’s  strong  competitive  position  in  the  forest 
industries  was  essentially  built  on  a relatively 
abundant,  accessible,  high  quality  forest  resource 
combined  with  access  to  low  cost  sources  of  energy. 
Growing  competition  from  new  competitors  such  as 
Chile,  Brazil  and  Indonesia,  together  with  changing 
consumer  attitudes  and  preferences,  will  undoubtedly 
challenge  the  Canadian  industry  to  continue  to  adapt 
in  order  to  remain  competitive. 

While  Alberta’s  forest  products  industries  are 
relatively  modern,  efficient  and  environmentally 
sustainable,  they  still  face  many  challenges.  To 
maintain  and  expand  its  market  share,  Alberta  will 
need  to  develop  and  adopt  new  technologies  and 
respond  to  consumer  demands  for  high  quality, 
competitively  priced  and  environmentally  sound 
products. 

Some  of  the  key  trends  expected  to  affect  Alberta’s 
forest  products  industries  include: 


Environmental  Issues  - Public  perceptions  regarding 
the  environment  will  continue  to  have  major 
implications  for  Alberta’s  forest  industries. 
Concerns  over  effluent  emissions,  recycling,  forest 
management  practices  and  chlorine  bleaching  have 
already  had  an  impact.  Recycled  paper  content 
requirements  in  the  United  States,  together  with 
increased  environmental  awareness  and  sensitivities 
in  Europe,  will  also  present  important  marketing 
challenges. 

The  Alberta  Forest  Products  Association’s  Forest 
Care  initiative  will  contribute  to  the  Province’s 
continued  prosperity,  while  protecting  the  forest,  the 
environment  and  the  community.  Developed  as  a 
concept  of  progressive  action  in  all  areas  of 
operations,  the  philosophy  is  based  on  an  ethical 
commitment  and  cultural  change  driven  by  peer 
pressure,  pride  and  employee  motivation.  Forest 
Care  will  help  monitor  and  facilitate  the  change  from 
traditional  "logging  of  forests"  to  forest  ecosystem 
management,  integrating  timber  harvesting  activities 
within  the  broader  ecosystem  to  ensure  biodiversity 
and  ecological  processes  are  maintained. 

Increased  Competition  - Maintaining  competitive 
cost  structures  and  improving  productivity  will  be 
important  in  meeting  the  challenges  from  new  low 
cost  sources  of  supply.  The  linking  of  new, 
innovative  technologies  with  both  harvesting  and 
processing  activities  is  seen  as  a major  advantage 
Alberta  has  over  many  of  its  foreign  competitors. 
Alberta  must  continue  to  build  on  its  existing 
transportation  infrastructure  and  services,  however, 
if  Alberta  producers  are  to  remain  competitive  in 
distant  markets. 

Market  Access  - Market  access  is  a key  issue. 
Many  Canadian  forest  products  exports  already  face 
a number  of  trade  restrictions,  such  as  non-tariff 
barriers  included  in  the  building  codes  and  standards 
of  other  countries. 

Recycled  Fibre  - Recycled  fibre  requirements  for 
paper  are  becoming  a major  issue.  To  retain  their 
most  important  market,  many  Canadian  producers 
have  had  to  respond  to  new  laws  in  a number  of 
U.S.  states  requiring  a minimum  amount  of  recycled 
fibre  content. 
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Timber  Supply  - Competing  demands  for  forest  use 
and  the  limited  unallocated  annual  allowable  cut  is 
expected  to  shift  the  emphasis  of  future  development 
efforts  to  improved  wood  fibre  utilization  and 
increased  value-added  activities.  Building  on  the 
strengths  of  the  existing  industry  to  facilitate  more, 
higher  value-added  processing  and  manufacturing 
will  therefore  remain  a priority  of  the  Alberta 
government. 

Public  Awareness  - Alberta’s  forest  management 
practices  and  production  processes  have  recently 
been  called  into  question,  both  domestically  and 
internationally,  by  certain  special  interest  groups.  It 
will  be  important  that  reliable  information  related  to 
these  issues  is  available  in  Alberta’s  major 
international  forest  product  markets. 


Strategic  Direction  and  Priorities 


Priority  Markets 

International  markets  are  of  utmost  importance  to 
Alberta’s  forest  industries  and  the  province  is 
recognized  as  a quality  supplier  of  both  primary  and 
value-added  forest  products.  This  reputation  will 
help  efforts  to  maintain  and  expand  existing  markets, 
as  well  as  open  up  new  markets  with  a strong 
potential  for  Alberta  exporters. 

The  table  at  the  end  of  this  section  provides  a brief 
overview  of  the  priority  markets  for  Alberta’s  forest 
industries  by  product  category.  It  also  identifies 
some  key  government/industry  objectives  with 
regard  to  each  of  these  market  areas. 


Strategic  Direction 

The  future  success  of  Alberta’s  forest  industries  will 
ultimately  depend  on  our  ability  to  compete 
internationally  and  to  diversify  into  new,  improved 
and  higher  value-added  products.  The  Alberta 
government’s  role  in  export  development  will 
continue  to  be  that  of  a catalyst  for  business  - to  help 
in  identifying  new  areas  of  opportunity,  facilitating 


contacts  with  key  prospects  beyond  Alberta’s 
borders,  and  to  assist  companies  in  the  development 
and  implementation  of  effective  marketing  strategies. 

To  assist  Alberta’s  forest  product  suppliers  in  taking 
full  advantage  of  emerging  market  development 
opportunities  as  well  as  responding  to  competitive 
challenges  from  new,  low  cost  competitors, 
government  will  pursue  the  following  strategic 
objectives. 

Promote  export  market  development  and  the 
diversification  of  markets 

• Assist  small  and  medium-sized  value-added  wood 
product  manufacturers  to  further  develop  their 
export  readiness  and  market  profile  (through 
participation  in  selected  trade  shows,  incoming 
and  outgoing  missions,  market  development 
workshops  and  in  developing  the  necessary 
distributor  contacts). 

• Work  with  industry  and  other  governments  to 
reduce  and  eliminate  tariffs  and  non-tariff  barriers 
and  other  impediments  to  market  access. 

• In  cooperation  with  industry,  implement  a 
coordinated  strategy  aimed  at  increasing 
acceptance  of  Alberta  lumber  and  panelboard 
products  in  all  market  areas. 

• Encourage  the  use  of  programs  such  as  the 
Cooperative  Overseas  Market  Development 
Program  (COMDP)  to  increase  sales  of  all  solid 
wood  products  in  offshore  markets. 

Further  develop  forest  industry  supplier  capabilities 
within  Alberta 

• Support  Alberta  forest  industry  suppliers  in 
identifying  and  pursuing  market  development 
opportunities  related  to  both  mill  construction  and 
operations. 

• Work  with  Alberta  suppliers  and  the  forest 
industry  to  enhance  competitiveness  and  promote 
increased  sourcing  of  equipment,  materials  and 
services  from  Alberta-based  companies. 
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Maintain  competitive  freight  transportation 
infrastructure  and  services 

• Ensure  that  reliable  and  competitive  transportation 
infrastructure  and  services  are  available  to  all 
existing  and  potential  forest  product  markets. 

• Continue  to  support  deregulation  of  the 
transportation  industry,  where  market  forces 
dictate  transportation  rates  and  service  levels. 

Assist  the  industry  in  addressing  environmental 
concerns  and  improving  its  image  both  domestically 
and  internationally 

• Work  with  the  federal  and  other  provincial 
governments  through  the  Canadian  Council  of 
Forestry  Ministers  to  enhance  the  industry’s 
image  in  Europe,  Japan  and  the  United  States. 

• Support  industry’s  efforts  to  ensure  that  Albertans 
and  other  Canadians  are  well  informed  on  all 
aspects  of  Alberta’s  forest  industries  and  forest 
management  practices. 

Encourage  R&D  to  maintain  international 
competitiveness 

• Support  R&D  activities  aimed  at  waste 
minimization  and  enhancing  overall  environmental 
compatibility,  lowering  production  costs, 
developing  a broader  range  of  value-added 
products,  and  increasing  wood  and  residue 
utilization. 

• Give  priority  to  R&D  related  to  the  use  of  aspen 
and  other  under-utilized  species  such  as  balsam 
poplar  and  birch,  small  diameter  wood,  mill 
residues,  composites  (wood/plastic)  and  recycled 
fibre. 
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Product 

Priority  Markets 

Category 

(ILsti  mated  % of  Total 

Key  Objectives 

Shipments) 

Lumber  and  Laminated 

United  States 

45% 

Build  on  Alberta’s  reputation  as  a quality  supplier  of 

Beams 

Japan 

10% 

dimension  lumber  and  solid  wood  components  in  U.S., 

Europe 

5% 

Japanese,  European  and  other  potential  offshore  markets. 

Canada 

Further  promote  North  American  wood  frame  building 

Strong  Potential 
Taiwan 

techniques,  particularly  in  Taiwan  and  Korea. 

Korea 

Continue  to  work  with  small  and  medium-sized  producers  to 
improve  their  overall  competitiveness  and  product  quality. 

Value-Added  Solid  Wood 

United  States  (Pacific 

Provide  increased  support  to  small  and  medium-sized  value- 

Products 

Northwest,  Chicago/Mid- 

added  wood  product  manufacturers  to  improve  their  "export 

West  and  Texas) 

readiness". 

(windows,  doors,  mouldings, 

Japan 

cabinets,  furniture  and  other  value- 

Europe  (Germany) 

Broaden  the  market  intelligence  and  support  services 

added  wood  components/building 
products) 

Canada 

network  to  assist  Alberta  manufacturers  in  developing 
appropriate  marketing  strategies. 

Strong  Potential 
Taiwan 

Actively  pursue  opportunities  for  wood-based  construction 

Korea 

and  building  products  and/or  building  packages  arising  from 

Southeast  Asia 

Africa 

Middle  East 

the  increased  demand  for  affordable  housing. 

Central/South  America 

Panelboard 

United  States 

75% 

Obtain  building  code/market  acceptance  for  value-added 

Japan 

5% 

engineered  panel  products  in  all  market  areas. 

(oriented  strandboard,  medium 

Canada 

density  fibreboard  and  plywood) 

Strong  Potential 
Taiwan 

Diversify  the  product  mix  as  a means  to  broaden  market 
penetration  and  increase  the  value-added. 

Korea 

Encourage  increased  utilization  of  wood  residue  where 

Europe 

market  opportunities  are  available  and  the  existing  industry 

South  East  Asia 

is  not  jeopardized. 

Suppliers  of  Forest-Related 

United  States 

Identify  and  pursue  opportunities  relating  to  the  development 

Goods  and  Services 

Europe 

Canada 

of  new  projects  and  in  servicing  existing  operations 
throughout  Western  Canada  and  the  U.S.  Pacific  Northwest. 

(harvesting  and  processing 

equipment/services,  chemical 
production,  etc.) 

Strong  Potential 
Russia 

Attract  new  investment  in  industries  supplying  the  forest 
sector. 

Pulp  and  Paper  Products 

United  States 

70% 

Develop  and  market  new  products  based  on  Alberta  fibre 

Japan 

15% 

(fine  paper  and  other  value-added  paper  products). 

Europe 

5% 

Continue  to  develop  pulp  and  paper  processes  which  are 

Strong  Potential 

Canada 

Taiwan 

Korea 

China 

more  friendly  to  the  environment. 

Newsprint 

United  States 

80% 

Promote  the  high  quality  of  Alberta  newsprint  (based  on  the 

Canada 

utilization  of  virgin  softwood  and  hardwood  fibre  and 
increased  recycled  fibre  content). 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 
Doorstep  Conference  & 

Trade  Show  (Trading 

House  Conference) 

Apr  5-6,  1994 

Edmonton, 

AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 

422-6236 

Technical  Association  of  the 
Pulp  and  Paper  Industries 
Environmental  Conference 
and  Trade  Fair 

Apr  18-19, 

1994 

Portland,  OR 

ED&T 

Chris  Makowski 
427-4323 

Forest  Expo  West 

May  6-8,  1994 

Prince 

George,  BC 

ED&T 

Chris  Makowski 
427-4323 

Bob  Demulder 
422-7011 

Northwest  Wood  Products 
Clinic 

May  18-20, 

1994 

Spokane,  WA 

ED&T 

Chris  Makowski 
427-4323 

Outgoing  Mission  to 
develop  projects  in  the 
forestry  industry 

May  1994 

Poland, 

Ukraine, 

Romania, 

Bulgaria, 

Slovenia  & 

Albania 

ED&T 

Don  Wilson 
427-4809 

Sekisui  House  Ltd. 

Incoming  Mission  (Mr.  I. 
Okui,  President) 

June  2-3,  1994 

Edmonton  & 
Peace  River, 
AB 

ED&T 

Barry  Salter 
427-4809 

Bob  Demulder 
422-7011 

Technical/Market 

Awareness  Study  Tour  - 
Kobe,  Osaka  and  Tokyo 

June  1994 

Japan 

ED&T 

Shane  Pospisil 
422-7011 

PROSPEC  ’94  Architectural 
and  Engineering  Products 
Show 

Aug  4,  1994 

Seattle,  WA 

ED&T 

Chris  Makowski 
427-4323 

International  Supply  & 
Machinery  Show 

Aug  25-28, 

1994 

Atlanta,  GA 

ED&T 

Horst  Ramanauskas 
422-7011 

Society  of  American 

Foresters  National 

Convention 

Sept  18-21, 

1994 

Anchorage, 

AK 

ED&T 

Bob  Demulder 
422-7011 

Wood  Expo/Exfor  West 

Sept  21-23, 

1994 

Vancouver, 

BC 

ED&T 

Chris  Makowski 
427-4323 

Horst  Ramanauskas 
422-7011 
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Activity /Event 

Date 

Location 

Department 

Contact 

Western  Hardware, 
Housewares  and  Home 
Improvement  Show 

Oct  2-3,  1994 

Vancouver, 

BC 

ED&T 

Chris  Makowski 
427-4323 

BUILDEX  ’94  - The 
Building  Industry  Trade 
Exhibition 

Oct  17-19, 

1994 

Vancouver, 

BC 

ED&T 

Chris  Makowski 
427-4323 

Housing  Show 

Oct  1994 

Russia 

ED&T 

Horst  Ramanauskas 
422-7011 

Western  Building  Material 
Association  Annual 
Convention  & Trade  Show 

Nov  11-14, 

1994 

Portland,  OR 

ED&T 

Chris  Makowski 
427-4323 

Bob  Demulder 
422-7011 

Prefabricated  Housing 
Mission  for  sales  and/or 

Joint  Ventures  for  Alberta 
product  in  the  new  German 
states 

Nov  1994 

Germany 

ED&T 

Karin  Teubert 
422-9330 

Iowa  Lumber  Convention 

Jan  3-5,  1995 

Des  Moines, 

IA 

ED&T 

Chris  Makowski 
427-4323 

Western  Retail 

Lumbermen’s  Association 
Trade  Show 

Jan  28-30,  1995 

Regina,  SK 

ED&T 

Chris  Makowski 
427-4323 

Northwestern  Building 
Products  Expo 

Jan  31 -Feb  2, 
1995 

Minneapolis, 

MN 

ED&T 

Chris  Makowski 
427-4323 

Canadian  Pulp  & Paper 
Conference,  Technical 

Trade  Show 

Jan  1995 

Montreal,  PQ 

ED&T 

Shane  Pospisil/ 
Horst  Ramanauskas 
422-7011 

The  Builders’  Show 

Jan  1995 

Houston,  TX 

ED&T 

Horst  Ramanauskas 
422-7011 

NEBS  Mission  to  Oregon 
Logging  Conference 

Feb  23-24, 

1995 

Eugene,  OR 

ED&T 

Chris  Makowski 
427-4323 

Wood  Technology  Clinic 
and  Show 

Mar  15-17, 

1995 

Portland,  OR 

ED&T 

Chris  Makowski 
427-4323 

Forest  Products  Show 

Mar  1995 

Portland,  OR 

ED&T 

Horst  Ramanauskas 
422-7011 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Industrial  Materials/Construction  and  Building  Products/Heavy  Industrial 
Equipment 


* Alberta ’s  construction  and  building  products,  and 
industrial  materials  sectors  consist  of  over  500 
companies  employing  over  14,000  people  and 
generating  about  $2.6  billion  dollars  in  revenues 
annually. 

* Alberta’s  heavy  equipment  industry  has  sales 
exceeding  $500  million  annually,  with 
approximately  170  establishments  employing 
4,700  workers.  Most  firms  are  locally  owned 
with  substantial  export  potential. 

* The  need  to  improve  productivity  in  on-site 
management  has  created  increased  demand  and 
export  growth  in  specialized  products  and 
prefabricated  homes. 

* The  priority  marketing  focus  should  be  on  Canada 
and  the  United  States.  Opportunities  in  other 
geographical  regions  should  be  explored. 


International  Overview 

These  sectors  combine  a number  of  firms  whose 
products  are  directly  linked  to  a very  cyclical 
construction  and  building  industry.  This  industry  is 
considerably  influenced  by  the  overall  economic 
situation,  and  by  public  economic,  monetary,  credit 
and  fiscal  policies. 

The  three  largest  construction  markets  in  the  world 
are  the  European  Community,  Japan  and  the  U.S. 
The  main  area  of  activity  in  construction  varies  in 
these  three  large  markets.  In  the  U.S.,  residential 
housing  represents  the  largest  portion  of  the 
construction  market.  In  Japan,  this  applies  to  public 
sector  building  and  civil  engineering,  and  in  the 
European  Community  to  investment  in  repairs  and 
modernization.  Cross-border  activity  is  usually 
dominated  by  large  construction  firms. 

The  five-year  demand  for  construction  products  is 
expected  to  rise  at  a modest  2%  to  3%  annual  rate 


through  1996.  However,  major  construction  and 
housing  programs  in  Japan,  South  Korea,  Mexico, 
Spain  and  the  Middle  East  should  offer  export  and 
overseas  investment  opportunities. 

While  there  is  a high  demand  for  shelter  around  the 
world,  with  one  million  births  per  month  in  India 
and  a demand  for  25,000  homes  a month  in  South 
Africa  as  examples,  there  is  generally  a limited 
ability  to  pay  for  it.  Developing  countries  rely 
heavily  on  assistance  from  international  funding 
organizations,  such  as  the  World  Bank  (WB), 
International  Development  Association  (IDA), 
Canadian  International  Development  Agency 
(CIDA),  and  lately,  on  environmental  organizations 
such  as  Ozone  Trust  Fund. 

Specific  trade  barriers,  which  involve  government 
procurement  policies,  different  building  codes  and 
materials  specifications,  also  affect  the  ability  of 
companies  to  compete  effectively.  The  Buy  America 
Act  restricts  the  use  of  Canadian  construction 
materials  in  U.S.  federal  public  works.  With  few 
exceptions,  state  and  local  governments’  Buy 
American  legislation  mirrors  the  federal  regulations, 
and  in  some  cases  it  is  even  more  restrictive.  Under 
the  North  American  Free  Trade  Agreement 
(NAFTA),  Canadian  building  materials  will  become 
eligible  for  use  in  U.S.  federal  public  works  on 
contracts  worth  more  than  US  $6.5  million 
(providing  local  governments  adopt  NAFTA  rules). 
NAFTA  will  also  open  up  significant  opportunities 
for  Alberta  companies  in  these  sectors  in  Mexico, 
particularly  for  construction  and  building  products. 


Alberta  Position 

The  construction  and  building  products,  and  the 
industrial  materials  sectors  overlap,  with  many 
companies  producing  products  for  both  sectors. 
Combined,  these  two  sectors  consist  of  over  500 
companies  employing  more  than  14,000  people  and 
generating  $2.6  billion  in  revenues  annually. 
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Commodity  producers  (steel,  cement,  etc.)  are 
generally  large  branch  plant  operations  with  100  or 
more  employees.  Many  of  the  province’s 
construction  and  building  products  companies  are 
members  of  the  Alberta  Construction  Association. 

Alberta’s  heavy  equipment  industry  has  sales 
exceeding  $500  million  annually,  with  approximately 
170  establishments  employing  4,700  workers.  Most 
firms  are  locally  owned,  with  substantial  export 
potential. 


Industrial  Materials 

Alberta’s  industrial  materials  sector  consists  of 
companies  producing  a wide  range  of  products, 
many  of  which  are  covered  in  other  sector  strategies. 
Products  include  fabricated  structural  and 
architectural  metal  products,  fabricated  tubular  steel 
products,  steel  bar,  adhesives,  refractory  insulation, 
metal  closures  and  containers,  wire  products, 
hardware,  heating/ventilation/air  conditioning 
products,  and  a wide  variety  of  other  fabricated 
metal  products,  as  well  as  semi-processed  non- 
ferrous  products. 

The  cyclical  nature  of  markets  for  many  products  of 
this  sector  has  posed  some  problems,  particularly  for 
those  producers  whose  products  are  tied  to 
fluctuations  in  the  construction  industry  and  oil  and 
gas  industries.  Further,  uncertainties  in  commodity 
markets  and  world  supply  of  raw  inputs  continue  to 
create  difficulties  for  producers,  especially  in  terms 
of  long-term  planning  and  contracts. 

Construction  and  Building  Products 

Components  of  this  sector  include  windows,  doors, 
moulding,  blinds,  shutters,  kitchen  cabinets, 
hardware  (i.e,  locks,  casters,  hinges  and  hand  tools), 
heating/ventilation/air  conditioning  equipment 
(HVAC),  and  security  equipment  (i.e.,  specialty 
services,  software,  electronic  detection  equipment 
and  anti-shoplifting  devices). 


Some  of  Alberta’s  traditional  strengths  have  been  in 
wooden  window  and  door  construction.  There  is 
growing  competition  from  non-wood  products  (i.e., 
vinyl  windows  and  steel  doors).  There  are  several 
manufacturers  of  various  pieces  of  hardware,  as 
there  are  of  HVAC  components  (i.e.,  dampers  and 
electronic  controls).  Alberta  has  two  noteworthy 
manufacturers  of  HVAC  equipment  - one 
specializing  in  residential  and  the  other  in 
commercial/industrial  applications. 

Alberta’s  strengths  in  security  are  limited,  but 
include  speciality  installation  services  and  some 
equipment. 

Prospects  for  building  and  construction  materials  in 
the  world  market  will  depend  on  product  and  price 
competitiveness,  access  to  markets,  relative  market 
strength,  exchange  rates,  and  the  level  of  effort 
made  by  Alberta  firms  to  export. 

Alberta  firms  face  a number  of  problems  in  their 
ability  to  expand  and  compete  in  the  international 
marketplace.  Proximity  to  major  population  centres 
and  thus  transportation  costs  are  important  factors  in 
the  manufacturing  and  marketing  of  building  and 
construction  products.  As  a result,  the  industry  has 
grown  on  a regional  basis.  Several  medium-sized 
manufacturers  have  been  successful  in  serving  a 
regional  North  American  market.  Economies  of 
scale  are  also  an  important  competitive  factor. 
Alberta  manufacturers  have  pursued  a variety  of 
strategies  to  achieve  economies  of  scale,  including 
the  purchase  of  competing  companies  and  the  direct 
export  of  their  products  into  U.S.  markets.  Exports 
are  more  likely  to  be  management  expertise  and 
technology  rather  than  physical  volumes  of  bulk 
construction  materials. 

Building  products  producers  will  be  closely  linked  to 
the  level  of  new  residential  construction  (annual 
housing  starts  were  1.29  million  units  in  the  U.S. 
and  129,988  units  in  Canada  in  1993).  They  will 
also  increasingly  focus  their  marketing  on  residential 
and  commercial  repair  and  remodelling  to  lessen 
their  vulnerability  to  the  housing  industry’s  cyclical 
nature. 
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Heavy  Industrial  Equipment  (Construction 
and  Mining) 

This  sector  includes  equipment  for  civil  engineering 
and  building  construction,  and  underground  and 
open  pit  mining.  Alberta  products  include 
equipment  for  gravel  crushing,  snow  removal,  road 
construction,  tar  sands  mining  and  coal  mining. 
Replacement  parts  and  rebuilding  services  are  also  a 
large  part  of  the  Alberta  industry. 

Successful  firms  in  this  area  have  been  those  able  to 
withstand  the  cyclical  and  often  highly  erratic  nature 
of  demand  for  construction  and  mining  machinery, 
as  well  as  provide  reliable  and  low-maintenance 
machines.  Specialization  has  been  the  key  to  export 
markets,  with  Alberta  firms  exporting  specialized 
parts  and  equipment  to  markets  primarily  in  the  U.S. 

Additional  statistics  are  presented  in  the  table  at  the 
end  of  this  sector  discussion. 


Market  Trends 

Several  international  trends  affect  the  future  of  this 

sector. 

• Concrete  products  continue  to  improve  in 
strength,  durability  and  corrosion  resistance. 
However,  they  face  strong  competition  from 
alternative  building  materials,  including  steel, 
aluminum,  stone,  wood  and  plastic.  Substantial 
improvement  in  demand  for  new  product 
applications  is  not  foreseen. 

• Construction  products  experience  close 
interdependence  with  the  up-stream  sectors  of 
industry,  such  as  aggregate,  metals,  chemicals 
and  wood  processing.  Firms  are  therefore 
attempting  to  improve  productivity  by  using 
better  quality  and  more  expensive  materials  to 
extend  this  interdependence  by  making  greater 
use  of  off-site  prefabrication. 

• The  need  to  improve  productivity  in  on-site 
management  has  created  increased  demand  and 
export  growth  in  specialized  products  and 
prefabricated  homes. 


• In  the  future,  industrial/construction  machinery 
will  be  designed  with  more  efficient  power  units 
and  faster  work  cycles.  Fewer  machines  will 
thus  be  required  for  the  same  amount  of  work. 
Machines  will  also  be  equipped  with  more 
attachments  for  different  types  of  jobs  at 
construction  and  mine  sites,  further  reducing  the 
required  number  of  machines. 

The  following  is  a geographic  overview  of  export 
development  prospects  of  the  main  sub-sectors: 

United  States 

Residential  and  commercial  construction  continue  to 
create  the  primary  demand  for  Canadian 
building/construction  products  in  general. 

Most  Alberta  building  products  are  of  equal  or 
superior  quality  to  those  manufactured  in  the  U.S., 
but  price  continues  to  determine  American  consumer 
demand.  Unique  products  can  be  an  exception  to 
the  rule  (i.e.  vinyl  covered  windows).  Within  this 
scope  there  are  two  niche  markets  worth 
considering:  (1)  the  top/bottom  bands  of 

Northern/Southern  states  where  energy  conservation 
is  of  key  concern,  and  therefore,  there  is  a demand 
for  a product  such  as  double  glazed  windows;  and 
(2)  the  Northeastern  states  where  there  is  demand  for 
the  renovation  of  old  residential  and  commercial 
buildings. 

Products  will  need  to  be  tailored  to  U.S.  regional 
markets,  and  be  carefully  price  pointed. 

A key  focus  for  marketing  building  products  in  the 
U.S.  - whether  regional  or  national  in  scope  - is  the 
National  Builders  Show.  The  location  of  the  show 
is  moved  every  two  years. 

Regional  trade  shows  are  mainly  useful  for  retaining 
established  distributor/dealer  relationships.  While  it 
is  generally  advisable  not  to  emphasize  "Canadian" 
content  in  the  marketing  of  building  products,  some 
of  the  ‘solo’  shows  sponsored  by  the  Canadian 
Consulates  can  be  useful  in  establishing  distribution. 

There  is  an  intention  to  carefully  examine  the 
potential  of  the  National  Rural  Builders  Show 
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(Nashville)  because  of  its  specialized  focus  on  non- 
urban  buildings  and  construction. 

Africa 

In  general,  there  is  a strong  demand  for  housing, 
including  finished  softwood  products. 

In  North  Africa,  there  is  a demand  for  four  million 
homes  designed  specifically  to  meet  local  climatic 
conditions;  in  Central  Africa,  the  demand  for 
housing  is  also  high;  and  in  South  Africa,  there  is  a 
need  for  two  million  "affordable"  homes  per  year 
for  the  next  three  years. 

Middle  East 

The  demand  for  housing  is  high.  In  the  "occupied 
territory"  in  particular,  housing  is  needed  for  2.5 
million  refugees. 

India 

The  demand  for  housing  is  high  but  the  costs  are 
prohibitive. 

Japan 

Japan  is  experiencing  a real  estate  crisis,  particularly 
in  the  provision  of  affordable  housing.  A major 
effort  is  being  made  to  introduce  North  American 
wood  frame  building  techniques  adopting  Japanese 
dimensional  standards.  There  is  an  overall  demand 
for  1.4  million  houses  per  year  and  a requirement  to 
include  at  least  50,000  prefab  units  per  year  for  the 
next  five  years.  There  is  particularly  good  potential 
to  supply  (North  American)  companies  who  are 
providing  complete  building  packages.  The  best 
long-term  prospects  are  within  the  large  Japanese 
companies  who  need  to  provide  company  housing 
for  their  employees. 

Korea 

The  situation  in  Korea  is  becoming  similar  to  that  in 
Japan,  including  the  need  for  company  housing. 
However  demand  lags  by  about  10  to  20  years 
behind  Japan. 


Europe 

The  demand  for  building  products  in  Western 
Europe  is  extremely  limited  by  the  availability  of 
regionally  produced  alternatives;  however,  there  are 
some  opportunities  for  increased  Alberta  exports, 
particularly  through  the  formation  of  joint  ventures 
and  strategic  alliances  in  this  industry. 

Numerous  Alberta  construction  companies  are 
considering  using  Hungary  or  Poland  as  a base  to 
access  markets  in  the  Former  Soviet  Union  (FSU) 
and  Eastern  Bloc  countries.  Increased  marketing 
efforts  need  to  be  made  in  this  region  with  respect  to 
the  benefits  of  wood  housing,  in  order  to  capture 
future  markets. 

There  are  many  opportunities  developing  in  the 
Eastern  Bloc  countries.  The  primary  consideration 
for  Alberta  companies,  however,  is  that  projects  are 
mainly  being  funded/secured  through  the  World 
Bank  (WB),  European  Bank  for  Reconstruction 
(EBR),  Export  Development  Corporation  (EDC)  etc. 
Despite  this,  a number  of  Alberta  companies  are 
already  in  the  region,  and  it  is  anticipated  that  more 
will  follow  in  the  near  future.  This  development 
should  be  encouraged  with  greater  market 
intelligence  and  assistance  to  Alberta  companies 
going  there  for  the  first  time.  Alberta  companies  are 
interested  in  joint  ventures  and  strategic  alliances  in 
the  region  and  efforts  should  be  made  to  support 
this. 

The  FSU  was  Alberta’s  fourth  largest  market  in 
1992  with  $250  million  in  exports.  Of  this  amount, 
$20  million  was  in  machinery  and  $10.7  million  in 
fabricated  metal  products.  There  is  a tremendous 
requirement  for  housing  in  general  and  a desire  by 
FSU  clients  to  establish  a forest/building  products 
industry  in  support  of  the  construction  industry. 

Financing  is  similar  to  that  in  the  rest  of  Eastern 
Europe  (WB  and  EBR)  with  the  exception  of  EDC. 
It  should  also  be  noted  that  some  clients  in  the  FSU 
have  their  own  financing.  Given  that  financing  is 
available,  there  is  a need  to  introduce  Alberta 
building  codes  into  the  market.  General  attitudes 
among  Alberta  companies  toward  strategic  alliances 
have  improved,  but  have  a long  way  to  go. 
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Aggressive  encouragement  from  Finnish  companies 
looking  for  such  arrangements,  however,  is  starting 
to  show  results.  As  there  continues  to  be  a need  for 
more  marketing  resources,  strategic  alliances  will 
also  provide  Alberta  companies  with  access  to 
information  on  local  laws  and  restrictions. 

Canada 

A key  marketing  focus  for  building  products  is 
through  in-house  shows  of  the  major 
hardware/housewares  chains  (Beaver,  Home 
Hardware,  etc.).  Access  to  these  shows  is  controlled 
and  by  invitation  only.  To  gain  attention,  alternative 
trade  venues  are  often  used  such  as  the  Canadian 
National  Hardware/Housewares  Show  and/or  the 
IDEAS  Show  (both  in  Toronto). 

Besides  being  the  location  for  most  national  trade 
shows  for  construction  and  building  products, 
Ontario  represents  Canada’s  largest  regional 
marketplace  in  Canada  for  wood  building  products. 
The  trade  show  of  the  Lumber  & Building  Materials 
Association  of  Ontario,  therefore,  is  another 
important  venue  for  profiling  Alberta  building 
products  and  developing  distribution  contacts. 

The  IDEAS  Show  is  worth  special  note.  It  was 
originally  a forum  for  manufacturers  of  windows  and 
doors  to  profile  their  products  to  Ontario 
contractors;  it  is,  however,  growing  in  diversity  of 
product  lines  as  well  as  national  importance. 


Strategic  Direction  and  Priorities 


Priority  Markets 

With  the  above  comments/observations  in  mind,  the 
priority  marketing  focus  should  be  on  Canada  and 
the  United  States. 

This  is  not  to  say  that  opportunities  in  other 
geographical  regions  should  not  also  be  explored,  as 
there  certainly  exists  some  potential  for  the  export  of 


Alberta  products. 

The  promotion  of  trade  development  will  be  through 

selected  trade  shows  in  Canada  and  the  United 

States.  Some  participation  will  be  promoted  with  or 

through  companies  on  missions  to  S.E.  Asia. 

Strategic  Direction 

• Gather  market  intelligence,  explore  current  export 
opportunities  and  disseminate  information  to 
Alberta  companies  in  a timely  fashion  to  help 
them  source  viable  market  opportunities. 

• Utilize  existing  databases,  such  as  the 
International  Business  Information  System  (IBIS) 
and  Company  Information  System  (CIS). 

• Provide  information  and  direction  on  how  to 
secure  funding  in  international  projects. 

• Promote  joint  ventures,  whereby  Alberta 
companies  can  work  with  foreign  companies, 
governments  and/or  agencies  to  provide  their 
expertise  and  products. 

• Utilize  Alberta’s  foreign  offices  in  identifying 
potential  markets  and  opportunities  for  Alberta 
companies. 

• Provide  assistance  in  developing,  and  distributing 
listings  and  information  on  Alberta  companies  in 
these  sectors  and  the  products  they  can  provide  to 
interested/potential  buyers. 

• Foster  continuous  improvement  of  methods  to 
identify  sector  capabilities  and  strategic  marketing 
intentions  to:  (1)  enhance  promotion  of  the 
products  and  capabilities  of  Alberta  companies, 
and  (2)  focus  on  market  intelligence  gathering 
and  dissemination  of  market  intelligence  to 
Alberta  companies. 

• Extend  capabilities  of  existing  databases  to 
include  a broader  range  of  information  and 
increase  their  accessibility. 
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• Assess  means  by  which  Alberta  companies  can 
improve  access  to  government  procurement 
projects,  particularly  in  the  United  States,  as  well 
as  Canada  and  abroad. 

• Recognizing  that  the  Ottawa  Office  is  a key  point 
for  international  contacts  (CIDA,  UN,  etc.), 
utilize  a trade  specialist  with  industrial/building 
product  marketing  experience,  to  actively  lobby 
foreign  embassies  and  incoming  missions. 

• Increase  access  to  organizations  such  as  CIDA  for 
promoting  Alberta  companies. 

• Obtain  access  to  the  United  Nations  database  on 
opportunities  for  building  and  construction 
products. 

• Work  in  cooperation  with  Alberta  Labour  to 
actively  promote  Alberta’s  building  codes, 
particularly  in  developing  countries. 
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ALBERTA  1991 


SIC  CODE 

MAJOR  GROUP  AND  INDUSTRY 

PRODUCTION 
($  millions) 

VALUE  ADDED 
($  millions) 

CONSTRUCTION  PRODUCTS 

162 

Plastic  Pipe  & Pipe  Fittings  Ind. 

41.9 

22.6 

254 

Sash,  Door  & Other  Millwork  Inds. 

222.0 

102.2 

272 

Asphalt  Roofing  Industry 

96.2 

35.0 

3025 

Pre-Eng.  Metal  Bldgs  (exc.  portable) 

51.1 

25.5 

303 

Ornamental  & Architect,  Metal  Prods 

176.9 

76.4 

3031 

Metal  Door  & Window  Industry 

120.0 

51.3 

3032 

Prefab.  Portable  Metal  Building  Ind. 

29.7 

11.8 

3039 

Other  Architectural  Metal  Products 

27  2 

13.3 

307 

Heating  Equipment  Industry 

47.8 

28.4 

3331 

Lighting  Fixture  Industry 

2.0 

0.9 

3372 

Elec.  Switchgear,  Protective  Equip. 

40.1 

20.3 

352 

Concrete  Products  Industries 

108.2 

56.7 

359 

Other  Non-metallic  Mineral  Products 

164.8 

104.5 

TOTAL 

1,127.9 

548.9 

INDUSTRIAL  PRODUCTS 

29 

Primary  Metal  Industries 

864.8 

284.3 

292 

Steel  Pipe  & Tube  Industries 

402.1 

117.9 

2941 

Iron  Foundries 

30.6 

21.3 

2999 

Other  Metal  Rolling,  Casting,  etc. 

4.3 

1.5 

301 

Power  Boiler  & Heat  Exchanger  Ind. 

52.5 

25.6 

302 

Fabricated  Structural  Metal  Products 

254.5 

122.8 

304 

Stamped,  Pressed  & Coated  Metals 

251.1 

111.3 

305 

Wire  & Wire  Products  Industries 

25.2 

14.9 

3062 

Metal  Dies,  Moulds  & Patterns  Ind. 

3.5 

2.3 

TOTAL 

1,451.6 

561.2 

CONSTRUCTION  AND  MINING  EQUIPMENT 

3191 

Compressors,  Pumps  & Industrial  Fans 

196.0 

88.6 

3192 

Construction  & Mining  Machinery 

448.5 

219.8 

3199 

Other  Machinery  & Equipment,  Nec 

88.5 

34.6 

TOTAL 

537.0 

343.0 

Source:  Statistics  Canada 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

World  Markets  at  Your 

Doorstep  Conference  & Trade 
Show  (Trading  House 
Conference) 

Apr  5-6,  1994 

Edmonton, 

AB 

Economic 
Development  & 
Tourism  (ED&T) 

Don  Clark 
422-6236 

Kitchen/Bath  Industry  Show  & 
Multi-Housing  World 

Apr  8-10, 

1994 

Chicago,  IL 

ED&T 

Tren  Cole 
427-1905 

Technical  Association  of  the 
Pulp  and  Paper  Industries 
Environmental  Conference  and 
Trade  Fair 

Apr  18-19, 

1994 

Portland,  OR 

ED&T 

Chris  Makowski 
427-4323 

North  American  Material 
Handling  Show 

Apr  18-21, 

1994 

Detroit,  MI 

ED&T 

Matt  Collins 
427-1905 

Good  Living  Show  ’94 

Apr  26  - 
May  1,  1994 

Tokyo 

ED&T 

Barry  Salter 
427-4809 

Forest  Expo  West 

May  6-8, 

1994 

Prince 

George,  BC 

ED&T 

Chris  Makowski 
427-4323 

Northwest  Wood  Products 

Clinic 

May  18-20, 
1994 

Spokane,  WA 

ED&T 

Chris  Makowski 
427-4323 

Building  Products  Seminar 
(Canada  Days  in  Kansai) 

June  8-10, 

1994 

Kansai  area 

ED&T 

Barry  Salter 
427-4809 

American  Public  Power 
Association 

June  26-29, 
1994 

Chicago,  IL 

ED&T 

Susan  Elliott 
427-1905 

International  Lawn,  Garden  & 
Power  Expo 

July  24-26, 

1994 

Louisville, 

KY 

ED&T 

Tren  Cole 
427-1905 

PROSPEC  ’94  Architectural 
and  Engineering  Products 

Show 

Aug  4,  1994 

Seattle,  WA 

ED&T 

Chris  Makowski 
427-4323 

National  Hardware  Show 

Aug  14-17, 
1994 

Chicago,  IL 

ED&T 

Tren  Cole 
427-1905 

IMTS  (International 
Manufacturing  & Technology 
Show) 

Sept  7-15, 

1994 

Chicago,  IL 

ED&T 

Darryl  Martin 
427-2005 

Matt  Collins 
427-1905 

Society  of  American  Foresters 
National  Convention 

Sept  18-21, 
1994 

Anchorage, 

AK 

ED&T 

Chris  Makowski 
427-4323 

Wood  Expo/Exfor  West 

Sept  21-23, 
1994 

Vancouver, 

BC 

ED&T 

Chris  Makowski 
427-4323 
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Activity /Event 

Date 

Location 

Department 

Contact 

International  Machine  Tool 

Show 

Sept  1994 

Chicago,  IL 

ED&T 

Matt  Collins 
427-1905 

Matchmaker  Event  - Industrial 
Equipment  & Machinery 

Sept  1994 

Detroit,  MI 

ED&T 

Matt  Collins 
427-1905 

Florida  Lumber  Building 

Material  Dealers  Association 

Sept  1994 

Orlando,  FL 

ED&T 

Tren  Cole 
427-1905 

Building  Products  Investment 
Mission  & Tourism  Promotion 

Sept  1994 

India  & South 
Africa 

ED&T 

Vic  Hartfield 
427-4327 

Western  Hardware, 

Housewares  and  Home 
Improvement  Show 

Oct  2-3,  1994 

Vancouver, 

BC 

ED&T 

Chris  Makowski 
427-4323 

Remodeler’s  Show 

Oct  7-9,  1994 

Atlanta,  GA 

ED&T 

Tren  Cole 
427-1905 

Global  Business  Opportunities 
Convention  (G-BOC) 

Oct  11-15, 

1994 

Osaka 

ED&T 

Barry  Salter 
427-4809 

BUILDEX  ’94  - The  Building 
Industry  Trade  Exhibition 

Oct  17-19, 

1994 

Vancouver, 

BC 

ED&T 

Chris  Makowski 
427-4323 

EURO-BLECH  (International 
Sheet  Metal  Working 
Technology) 

Oct  18-22, 

1994 

Hannover, 

Germany 

ED&T 

Darryl  Martin 
427-2005 

Hardware  Wholesalers,  Inc. 
Merchandise  Market 

Oct  22-25, 

1994 

Indianapolis, 

IN 

ED&T 

Tren  Cole 
427-1905 

National  Electrical  Contractors 
Association 

Oct  23-25, 

1994 

Chicago,  IL 

ED&T 

Tren  Cole 
427-1905 

World  Trade  ’94  (Canadian 
International  Trade 

Association) 

Oct  1994 

Toronto,  ON 

ED&T 

Tren  Cole 
427-1905 

Canadian  Home  Centre  Show 

Nov  6-8, 

1994 

Toronto,  ON 

ED&T 

Tren  Cole 
427-1905 

INTERCLIMA  (International 
Heating,  Refrigeration  & Air 
Conditioning  Exhibition) 

Nov  9-13, 

1994 

Paris,  France 

ED&T 

Denny  Ross-Smith 
427-2005 

Western  Building  Material 
Association  Annual  Convention 
and  Trade  Show 

Nov  11-14, 
1994 

Portland,  OR 

ED&T 

Chris  Makowski 
427-4323 

Japan  Home  Show  - Outgoing 
Building  Products  Mission 

Nov  24-27, 
1994 

Tokyo, 

Sapporo  & 
Osaka 

ED&T 

Barry  Salter 
427-4809 
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Activity  /Event 

Date 

Location 

Department 

Contact 

Prefabricated  Housing  Mission 
for  sales  and/or  Joint  Ventures 
for  Alberta  product  in  the  new 
Germany  states 

Nov  1994 

Germany 

ED&T 

Karin  Teubert 
422-9330 

NATCON  ’94 

Nov  1994 

Atlanta,  GA 

ED&T 

Tren  Cole 
427-1905 

Mid-Atlantic  Plumbing, 

Heating,  Cooling,  Piping 

Nov  1994 

Philadelphia, 

PA 

ED&T 

Tren  Cole 
427-1905 

Lumber  & Building  Material 
Association  of  Ontario 

Nov  1994 

Toronto,  ON 

ED&T 

Tren  Cole 
427-1905 

Power-Gen  ’94 

Dec  1994 

Orlando,  FL 

ED&T 

Susan  Elliott 
427-1905 

Iowa  Lumber  Convention 

Jan  3-5,  1995 

Des  Moines, 

IA 

ED&T 

Chris  Makowski 
427-4323 

Canadian  Hardware/ 
Housewares/Home 

Improvement  Show 

Jan  5-7,  1995 

Toronto,  ON 

ED&T 

Tren  Cole 
427-1905 

Western  Retail  Lumbermen’s 
Association  Trade  Show 

Jan  28-30, 

1995 

Regina,  SK 

ED&T 

Chris  Makowski 
427-4323 

International  Air-Conditioning, 
Heating,  Refrigerating  Expo 

Jan  30  - 
Feb  2,  1995 

Chicago,  IL 

ED&T 

Tren  Cole 
427-1905 

Northwestern  Building 

Products  Expo 

Jan  31  - 
Feb  2,  1995 

Minneapolis, 

MN 

ED&T 

Chris  Makowski 
427-4323 

ProMat  ’95 

Feb  13-16, 

1995 

Chicago,  IL 

ED&T 

Matt  Collins 
427-1905 

Oregon  Logging  Conference 

Feb  23-25, 

1995 

Eugene,  OR 

ED&T 

Chris  Makowski 
427-4323 

NEBS  Mission  to  Oregon 
Logging  Conference 

Feb  23-24, 

1995 

Eugene,  OR 

ED&T 

Chris  Makowski 
427-4323 

IDEAS  Show 

Toronto,  ON 

% 

ED&T 

Tren  Cole 
427-1905 

National  Design  Engineering 
Show 

Mar  13-16, 
1995 

Chicago,  IL 

ED&T 

Matt  Collins 
427-1905 

National  Plant  Engineering  & 
Maintenance  Show 

Mar  13-16, 
1995 

Chicago,  IL 

ED&T 

Matt  Collins 
427-1905 

Wood  Technology  Clinic  and 
Show 

Mar  15-17, 
1995 

Portland,  OR 

ED&T 

Chris  Makowski 
427-4323 
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Activity /Event 

Date 

Location 

Department 

Contact 

Hannover  Fair 

Mar  29  - 
Apr  5,  1995 

Hannover, 

Germany 

ED&T 

Denny  Ross-Smith 
427-2005 

Taiwan  Building 
Materials/Construction 
Technology  Mission 

Mar  1995 

Edmonton  & 
Calgary,  AB 

ED&T 

Jay  Tam 

427-4809 

Good  Living  Show  ’95 

Apr  1995 

Tokyo 

ED&T 

Barry  Salter 
427-4809 

HACEC  Sales  Visits  (annual): 
Incoming/outgoing  visits  by 
individuals 

June  1995 

Alberta/ 

Hokkaido 

ED&T 

Barry  Salter 
427-4809 

Global  Business  Opportunities 
Convention  (G-BOC) 

Oct  1995 

Osaka 

ED&T 

Barry  Salter 
427-4809 

Japan  Home  Show:  Outgoing 
Building  Products  Mission 

Nov  1995 

Tokyo, 
Sapporo  & 
Osaka 

ED&T 

Barry  Salter 
427-4809 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 


117 


Alberta  Global  Business  Plan 
1994  - 1995 


Information  Technology 


Alberta  Global  Business  Plan 


Information  Technology 


Information  Technology 


* Alberta  has  over  1 ,300  companies  with  expertise 
in  software  and  computing  products  and  services. 
Over  400  companies  export  outside  the  province. 

* Strengths  are  in  technical  applications  related  to 

natural  resource  development,  geomatics, 
educational  and  communications /networking 

software  and  services. 

* Rapid  growth  in  global  opportunities,  including 
Canada ' s "information  highway ",  make  this  a key 
sector  for  export  development. 

International  Overview 

The  explosive  growth  of  information  technology  (IT) 
is  reshaping  the  world  economy.  As  an  "enabling 
technology",  IT  is  key  to  many  advances  in 
technology  and  productivity  across  all  industry 
sectors.  The  widespread  dissemination  of 
information,  made  possible  by  the  new  technology, 
is  changing  the  nature  of  work  and  leisure. 

The  world  market  for  information  technology 
products  and  services  is  growing  at  12%  per  year 
and  will  reach  $490  billion  by  1995.  The  U.S. 
market  is  almost  half  the  total.  Markets  in  Japan 
and  Asia,  32%  of  world  total,  are  growing  even 
faster  than  in  the  U.S.  Europe  has  seen  growth  rates 
of  over  20%  a year  for  the  past  decade. 

The  IT  industry  is  affected  by  a number  of  trends 
and  characteristics.  Competition  is  intense,  and  the 
market  is  volatile.  The  technology  is  rapidly 
changing,  even  "leap  frogging"  into  new  generations 
of  products,  software  and  systems.  There  is  a shift 
from  main  frame  environments  to  client-based 
personal  computing  and  networking,  increasing  the 
need  for  industry  standards  and  regulations.  Multi- 
national giants  dominate  the  field,  but  many  small 
"niche"  players  successfully  market  new  products. 


Sector  Definition 

Information  technology  (IT)  covers  a broad  range  of 
services  and  products.  Sub-sectors  included  are: 

1.  software  including  "packaged"  software  products 
and  custom  software  development.  Products  and 
services  may  be  classified  by  market  type: 

• industry  and  technical  applications 
engineering  and  petroleum,  manufacturing, 
geomatics  and  other  technical  specialties; 

• business  applications  - accounting,  office 
automation; 

• educational;  and 

• communications. 

2.  software  services  including  systems  integration, 
consulting,  and  training; 

3.  information  services  such  as  land  related 
information  services,  trade  and  economic 
databases,  and  networking  services;  and, 

4.  computing  services  such  as  facilities  operation. 

Alberta  Position 

Alberta  has  a strong  base  of  expertise  and  experience 
in  information  technology.  About  1,300  companies 
specialize  in  computing  and  software  products  and 
services,  employing  over  14,000  people.  Alberta 
should  build  on  this  strength  to  become  a world 
leader  in  specialized  technical  software  products  and 
services,  creating  a vigorous  export  industry  as  well 
as  more  competitive  Alberta  companies. 

Of  the  1,300  Alberta  companies  involved  in 
information  technologies,  about  500  to  600 
companies  actively  produce  and  market  software 
products  and  custom  software  development.  An 
equal  number  of  companies  specialize  in  computer 
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services  such  as  systems  consulting.  About  500  of 
the  1,300  companies  are  active  exporters.  In 
addition,  large  numbers  of  computing  professionals 
are  employed  throughout  Alberta  in  industries, 
organizations,  and  the  public  service.  Expertise  in 
areas  such  as  land  information  and  resource 
management  systems  is  available  in  the  government. 

About  58%  of  companies  are  in  Calgary;  40%  in 
Edmonton;  and  2%  elsewhere  in  Alberta. 

Total  exports  of  computer  products  and  services 
were  over  $115  million  in  1991  and  have  been 
growing  at  30%  a year  in  recent  years.  Of  this, 
$38.5  million  represented  sales  of  software  products 
($22.5  million)  and  custom  software  ($16  million). 

Software  companies  are  highly  export  oriented. 
Almost  one-half  of  software  exporters  derive  over 
50%  of  their  revenues  from  exports. 

Successful  exporting  firms  are  of  all  sizes:  28%  of 
firms  with  less  than  10  employees  are  exporters,  and 
56%  of  firms  with  over  20  employees.  International 
export  revenues  are  captured  primarily  by  mid-sized 
companies  with  sales  of  $250,000  to  $2  million. 

The  largest  export  market  for  all  computer  products 
and  services  is  the  rest  of  Canada  (64%).  The 
largest  international  market  is  the  U.S.  (24%), 
followed  by  Europe  (5%),  and  Asia  (1%). 

Alberta  software  exporters  show  a number  of 
strengths,  but  face  special  challenges  as  well. 
Strengths  are: 

• Expertise  in  technical  applications  in  niche  areas 
such  as  natural  resource  development,  geomatics, 
networking,  and  educational  software. 

• Technically  robust  products  generally  of  good 
quality. 

• Proximity  to  the  U.S.,  the  largest  software 
market  in  the  world. 

• Well  qualified  graduates  from  computer  science 
programs  and  engineering  at  Alberta’s 
universities. 


Challenges  faced  by  Alberta  companies  are: 

• Many  Alberta  IT  companies  are  small  (of  1,300 
companies,  one-third  have  less  than  20 
employees,  and  one-third  have  20-50  employees) 
and  do  not  have  the  financial  resources  or 
marketing  expertise  for  international  marketing. 

• Alberta’s  IT  industry  grew  up  around  the  energy 
industry,  and  has  to  reorient  to  new  products  and 
markets. 

• There  is  a general  lack  of  appreciation  for 
marketing.  Most  companies  have  a technology 
focus,  with  few  resources  devoted  to  marketing. 

Strategic  Direction  and  Priorities 


Objectives 

The  "vision"  created  by  a recent  Information 
Technology  Forum  of  industry  leaders  was  that: 

• "Alberta  will  become  a world  leader  in  the 
innovation,  development  and  manufacture  of 
information  technology  based  products  and 
services." 

Government’s  goal  is  to  assist  companies  and 
industry  associations  to  achieve  their  objectives  for 
Alberta.  This  will  contribute  to  the  government’s 
target  of  $24  billion  in  exports  by  1996. 


Priority  Markets 

Export  opportunities  for  Alberta  IT  companies  are 
virtually  limitless.  The  markets,  however,  are 
highly  competitive  and  rapidly  changing.  Identifying 
and  capturing  export  markets  continues  to  be  a 
challenge  for  Alberta’s  many  small  firms. 

Software  products  offer  the  greatest  opportunity  for 
export  development.  Priority  markets  are  the  rest  of 
Canada,  the  U.S.,  the  Asia  Pacific,  Mexico  and 
Latin  America.  Table  1 suggests  likely  priority 
markets  for  software  by  product  category. 
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Table  1 


Market 

Products  & Services 

Rest  of  Canada 

oil  and  gas  and  - systems 

seismic  enhancement 

geomatics  - office 

- manufacturing  automation 

communica-  - marketing 

tions/network  - accounting 

educational 

U.S. 

- oil  and  gas  - office 

geomatics  automation 

manufacturing  - marketing 

- communica-  - accounting 

tions/network  - educational 

systems 

enhancement 

Mexico/Latin 

America 

- oil  and  gas  - office 

seismic  automation 

geomatics  - accounting 

manufacturing  and  finance 

- communica-  - educational 

tions/network 

Japan 

- communica-  - office 

tions/network  automation 

systems 
enhancements 

Korea 

SCADA  - communica- 

- geomatics  tions/ 

- manufacturing  network 

Southeast  Asia 

- oil  and  gas  - communica- 

- seismic  tions/ 

- geomatics  network 

- education 

China/Taiwan/ 
Hong  Kong 

oil  and  gas  - office 

seismic  automation 

communica-  - accounting 

tions/network  and  finance 

manufacturing  - education 

systems 
enhancements 

Europe 

- educational  - marketing 

- communica- 
tions/network 

Russia/Eastem 

Europe 

- oil  and  gas  - systems 

- geomatics  enhancement 

- communica-  - accounting 

tions/network 

Opportunities  for  software  and  computing  services 
are  more  limited,  due  to  the  personal  nature  of  the 
service,  and  are  more  closely  tied  to  other  sector 
activities  such  as  oil  and  gas  consulting,  etc.  The 
rest  of  Canada  and  the  U.S.  are  major  markets. 

Opportunities  for  information  services  are  still  in 
development.  Major  markets  would  be  the  rest  of 
Canada  and  the  U.S.  The  Former  Soviet  Union, 
Ukraine  and  South  America  have  potential  for  land 
information  systems. 

Strategic  Direction 

Developing  export  markets  is  essential  to  the  growth 
and  success  of  Alberta  software  companies.  Alberta 
has  a world-class  work  force  in  software 
development,  built  primarily  around  the  energy 
industry,  research  institutions  and  public 
infrastructure.  It  is  important  to  keep  this  expertise 
in  Alberta  and  use  it  as  the  basis  for  growth  of 
competitive  international  companies. 

Exporters  of  IT  products  and  services  differ  from 
traditional  companies,  and  face  some  unique  export 
challenges: 

• Usually  minimal  investment  in  plant  and 
equipment  is  required,  providing  a low  barrier  to 
entry  into  the  business,  although  the  marketing 
barrier  is  generally  significant. 

• A large  portion  of  assets  are  intangible  - 
intellectual  property,  people,  market  position  - 
which  often  makes  financing  difficult.  There  are 
concerns  over  protecting  intellectual  property  in 
markets  that  may  not  respect  copyright  laws. 

• Continental  or  global  markets  can  be  accessed 
immediately  even  by  small,  new  companies.  In 
fact,  often  companies  must  "go  global"  from  the 
beginning  to  stay  competitive,  rather  than 
building  in  regional  markets. 

• The  market  is  volatile  and  highly  competitive, 
requiring  continuous  innovation  and  adaptation. 
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• Companies  often  face  uneven  cash  flow,  with 
significant  non-recurring  revenues,  which  makes 
financial  planning  difficult. 

• There  are  difficulties  in  creating  products  to  suit 
the  wide  variety  of  systems. 

To  assist  Alberta’s  software  companies  to  take  full 
advantage  of  emerging  market  development 
opportunities,  as  well  as  to  respond  to  competitive 
challenges,  government  will  work  with  industry  to 
pursue  the  following  strategic  directions: 

• Assist  industry  associations  and  groups  to 
strengthen  their  export  capabilities  and  develop 
export  strategies. 

• Provide  market  intelligence. 

• Provide  export  development  assistance  to  firms 
and  groups  of  firms,  with  a focus  on  developing 
marketing  skills.  Assist  companies  to  penetrate 
new  markets  through  participation  in  trade  shows 
and  missions,  and  meetings  with  incoming 
buyers. 

• Promote  the  importance  of  exporting  and  of 
information  technology  in  Alberta,  and  support 
through  educational  and  training  activities. 

• Further  develop  capabilities  of  information 
technology  companies  within  Alberta. 

• Look  at  financing  needs  for  export  software 
products  and  services. 

• Develop  certification  standards  such  as  ISO  9000 
and  encourage  companies  to  implement 
internationally  accepted  practices. 

• Look  at  public  sector/business  consortia  or  joint 
ventures  in  areas  such  as  land  information. 

• Assist  successful  firms  to  help  others  in 
developing  export  markets  and  establishing 
"networks". 


• Support  development  of  a backbone 
communications  network  and  support  services. 

• Government  will  develop  its  own  capabilities  in 
using  information  technology  and  providing  IT 
services. 

Government’s  primary  role  is  to  facilitate  industry- 
driven  activities  in  export  development.  Activities 
to  assist  export  development  will  vary  by  size  of 
company  and  type  of  product.  Table  2 outlines  the 
type  of  activities  that  will  be  undertaken. 


Table  2 


Size  (Revenues) 

Export 

Development 

Needs 

Activities 

Small 

• less  than  10 

staff 

• less  than 
$500,000 

revenues 

• product 
commercializat 

ion 

• business  skills 

• export 
readiness 

information 

• certification 

• manual 
writing 
seminars 

• product 
packaging 
information 

• FITT 

• NEBS 

• reverse  trade 

shows 

Medium 

• 20  to  50 

staff 

• less  than  $5 
million 

• market 
intelligence 

• export  skills 

• strategic 
alliances, 
licensing 

• certification 

• market 
intelligence 

• market/pro- 
duct seminars 

• missions 

• strategic 
alliances 

• incoming 
buyers  and 
reverse  trade 

shows 

• FITT 

Large 

• over  50  staff 

♦ over  $5 
million 

• market 
intelligence 

• government 
support 
(especially  in 
Asia) 

• certification 

• market 
intelligence 

• government 
support  as 
needed 

• incoming 
buyers 

• FITT 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

Southeast  Data 

Processing  Managers’ 
Association 

May  1994 

Atlanta,  GA 

Economic 
Development  & 
Tourism  (ED&T) 

Kathleen  Blake 
427-1905 

Accounting  Show 
(software  related) 

May  1994 

New  York,  NY 

ED&T 

Kathleen  Blake 
427-1905 

NetCon’94  (Networking 
& Connectivity) 

Sept  28-29, 

1994 

Toronto,  ON 

ED&T 

Kathleen  Blake 
427-1905 

Geomatics  Mission 

Sept  1994 

Washington, 

DC 

ED&T 

Kathleen  Blake 
427-1905 

Softworld 

Sept  1994 

Fredericton, 

NB 

ED&T 

Jim  Hoffmeyer 
422-0561 

Software  Matchmaking 

Sept  1994 

Southern 

California 

ED&T 

Greg  Yaremko 
427-4809 

Pacific  Northwest 
Software  Quality 
Conference 

Oct  1994 

Portland,  OR 

ED&T 

Audrey  Albrecht-Lee 
427-4323; 

Jim  Hoffmeyer 
422-0561 

Communication 

Networks  (ComNet) 

Jan  23-26,  1995 

Washington, 

DC 

ED&T 

Kathleen  Blake 
427-1905 

Media  Presentations  - 
Geomatics  & 

Engineering  Services 

Jan  1995 

New  York,  NY 

ED&T 

Kathleen  Blake 
427-1905 

Strategic  Partnering 
Seminar  - Software 

Feb  1995 

New  York,  NY 

ED&T 

Kathleen  Blake 
427-1905 

Hannover  Fair 

Mar  29  - 
Apr  5,  1995 

Hannover, 

Germany 

ED&T 

Denny  Ross-Smith 
427-2005 

Global  Business 
Opportunities 

Convention  (G-BOC) 

Oct  19,  1995 

Osaka,  Japan 

ED&T 

Barry  Salter 

427-4809 

Incoming  Software 
Buyers  Mission  from 

U.S. 

TBD 

Alberta 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

GIS  NEBS 

TBD 

Minneapolis, 

MN 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Oil  and  Gas  Equipment  and  Services 

* There  are  approximately  2,100  Alberta  companies 
active  in  the  oil  and  gas  equipment  and  services 
sector. 

* The  oil  and  gas  industry  employs  approximately 
140,000  people,  both  directly  and  indirectly. 

* The  oil  and  gas  industry  is  a major  driving  force 
in  R&D  efforts  undertaken  by  Alberta  companies. 

* The  oil  and  gas  industry  is  a major  contributor  to 
the  GDP  base  of  Alberta  and  Canada. 


International  Overview 

Exploration  and  production  companies  in  the 
Canadian  oil  and  gas  sector  are  supported  by  a wide 
array  of  firms  that  provide  equipment,  products  and 
services.  Over  80%  of  these  companies  are  based  in 
Alberta. 

About  1,850  companies  provide  services  to  the 
industry  in  three  main  areas  of  geophysical,  drilling 
and  service  rigs,  and  oilfield  services  and  supply.  In 
the  geophysical  group,  about  150  companies  provide 
general  contracting,  seismic  drilling,  seismic  data 
processing  and  interpretation  services  and  supply 
services.  The  drilling  group  includes  150  oil  well 
drilling  and  service  rig  contractors.  About  650 
companies  provide  services  and  supplies  to  the 
industry,  such  as  cementing  and  stimulation,  drilling 
and  completion  tools  and  services,  drilling  fluids, 
logging  and  perforating,  production  testing,  safety, 
well  economics,  and  development  and  production 
consulting.  Approximately  200  trucking  companies 
service  the  oil  and  gas  industry  and  over  700 
companies  operate  supply  and  rental  stores. 

According  to  the  Petroleum  Communication 
Foundation,  the  Canadian  oil  and  gas  industry 
directly  employed  approximately  209,900  and 
indirectly  126,100  people  in  1992.  Similarly, 
Alberta’s  petroleum  industry  directly  and  indirectly 
employed  140,000  people  (11%  of  Alberta 
employment). 


In  addition  to  the  service  companies,  there  are 
approximately  250  oil  and  gas  equipment 
manufacturers  in  Alberta.  These  companies  provide 
a wide  range  of  machinery  and  components  used  in 
oil  and  gas  exploration,  in  drilling  and  servicing 
wells,  and  in  producing  and  initially  processing  oil 
and  gas  in  the  field. 

The  industry  includes  manufacturers  of  geophysical 
prospecting  equipment,  drilling  rigs  and  ancillary 
tools,  pumping,  cementing  and  well  fracturing  units, 
dehydrators,  separators,  treaters  and  other  field 
processing  components,  modular  and  custom  made 
equipment,  and  a wide  range  of  standard  products 
and  high  volume  production  items. 

Detailed  Alberta-specific  data  are  not  available.  The 
1991  ISTC  data  for  Canadian  manufacturers,  most  of 
whom  are  located  in  Alberta,  indicates  equipment 
manufacturers  employ  approximately  4,400  people. 
Additional  employment  is  generated  by  numerous 
local  machine  shops  which  manufacture  a significant 
amount  of  component  parts  and  assemblies  under 
subcontract. 

In  1991,  total  Canadian  shipments  (in  current 
dollars)  were  estimated  at  $760  million  of  which 
$330  million  or  43%  were  exports.  The 
Commonwealth  of  Independent  States  (C.I.S.),  South 
Asia  and  China  accounted  for  60%  of  the  exports. 
South  America,  the  Middle  East  and  Africa 
accounted  for  25%,  the  United  States  10%  and  the 
European  Community  5%.  Statistics  do  not  include 
the  fastest  growing  export  sector:  services. 

The  development  of  new  drilling  and  production 
techniques  will  stimulate  the  design  of  more 
productive  oilfield  equipment.  Further  refinements  in 
three-dimensional  survey  equipment,  computerized 
measurement  while  drilling  (MWD)  instruments, 
horizontal  drilling  machinery  and  underbalanced 
drilling  techniques  are  likely  to  raise  the  productivity 
of  drilling  rigs. 

The  use  of  coiled  tubing  for  well  servicing  and 
drilling  operations  is  expected  to  continue  to  expand. 
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Other  examples  of  advances  in  technology  include 
improved  drilling  fluids,  new  coring  tools,  new 
chemicals  for  hydraulic  fracturing,  automatic  pipe 
handling  systems,  electric  submersible  pumps, 
automatic  rig  systems,  and  reservoir  engineering  and 
evaluation  software. 

There  has  been  a steady  increase  of  exports  in 
Alberta  oil  and  gas  services.  This  has  often  been 
accomplished  by  offering  these  services  as  part  of  a 
comprehensive,  integrated  system  including 
equipment,  services  and  training  components. 
Examples  of  such  systems  include  compressor 
packages,  heat  exchanger  packages,  equipment  and 
piping  modules,  treating  systems,  satellites, 
produced  water  treatment  plants  and  complete  oil 
well  drilling  packages.  These  exports  have  led  to 
the  marketing  of  other  related  Alberta  products  and 
services  including  camp  and  catering  facilities, 
infrastructure  development,  (schools,  hospitals, 
power  generation  and  distribution,  road  design  and 
construction  and  training  facilities),  safety  services 
and  petroleum  resource  management  expertise. 
Alberta’s  strong  reputation  in  oil  and  gas  pipeline 
and  process  engineering  and  construction,  in 
SCADA  systems  and  in  cold  weather  technology 
enhances  the  marketing  success  of  this  industry. 

Sub-Sectors 

1.  Exploration 

A.  Equipment:  Examples  are  geophysical 
prospecting  equipment;  drilling  rigs  and 
ancillary  tools;  top  drive  units;  mud  motors; 
drill  string  components;  surface  drilling 
components  (mud  pumps,  blow  out 
preventers,  drilling  instrumentation);  mud 
processing  units  (desanders,  desilters);  BOP 
system  controls;  pipe  handling  equipment; 
miscellaneous  rig  equipment;  cementing  and 
wireline  equipment;  perforating  and  fishing 
equipment  and  compressor  packages. 

B.  Services:  Examples  are  geophysical  and 
geological  services;  geodata  processing  and 
interpretation;  seismic  and  logging  services; 
drilling  services  and  reservoir  analysis. 


2.  Production 

A.  Equipment:  Examples  include  wellhead 
equipment;  artificial  lift  equipment  (sucker 
rod  pumps,  electric  submersible  pumps  and 
control  systems);  down-hole  equipment 
(packers, components  and  production  tools); 
surface  production  equipment  (separators, 
treaters,  dehydrators,  satellites  and  batteries, 
complete  with  instrumentation  and  controls); 
well  stimulation  equipment  and  fieldgate  and 
gas  processing  plant  equipment  (pressure 
vessels,  fractionating  towers,  heat 
exchangers,  sour  gas  sweeteners)  and 
compressor  packages. 

B.  Services:  Examples  include  well  testing  and 
services;  corrosion  monitoring  and  control 
and  wireline  services. 

3.  Transportation 

A.  Equipment:  Examples  include  gathering 
systems;  transmission  lines;  valves;  SCADA 
systems;  pigs  and  corrosion  monitoring  and 
control  systems. 

B.  Services:  Examples  include  engineering; 
pigging;  corrosion  protection  and 
pipecoating. 

4.  Engineering,  Construction,  and  Project 
Management  Services: 

Including  engineering  and  infrastructure 
development. 

5.  Training  and  Safety  Services:  Institutional, 
private  training  companies  and  in-house/company 
training. 

The  world  output  for  oil  and  gas  equipment  is 
estimated  at  $30  billion  per  year.  Capital  spending 
by  international  oil  and  gas  producers  is  expected  to 
approach  $200  billion  per  year  for  the  next  five 
years,  which  means  growth  in  this  area  is  expected 
to  remain  high. 

Oil  and  gas  exploration  and  drilling  are  making 
important  gains  in  South  and  South  East  Asia,  the 
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CIS,  the  North  Sea,  South  America  and  the  Middle 
East.  Changes  to  legal  and  business  practices  in 
many  of  these  areas  are  creating  international 
business  opportunities. 

Government-owned  or  controlled  oil  and  gas 
companies  make  up  a large  portion  of  the  foreign 
demand  for  petroleum  equipment.  Their  desire  to 
earn  hard  currency  through  petroleum  exports 
encourages  reduction  of  restrictions  on  foreign 
investment  and  imports  of  petroleum  equipment. 
Government  procurement  policies  may  also  be 
altered  with  a favourable  impact  on  international 
equipment  sales.  Many  developing  countries  need  to 
maintain  oil  production  to  earn  foreign  exchange  and 
cannot  afford  to  wait  for  development  of  their 
domestic  technical  expertise.  The  worldwide  market 
for  oil  and  gas  exploration  and  production  equipment 
and  services,  excluding  China  and  the  CIS,  was  $45 
billion  in  1993.  It  is  expected  to  grow  to  $1.2 
trillion  over  the  next  two  decades. 


Alberta  Position 

Alberta  companies  have  developed  several  advanced 
technologies  including  those  related  to  cold  weather 
drilling,  enhanced  recovery,  gas  gathering  and 
processing,  oil  sands  extraction,  sour  gas  treating 
and  liquid  sulphur  piping.  These  developments, 
along  with  the  associated  technical  expertise  and 
training,  have  become  leading  Alberta  exports. 

The  major  market  opportunities  for  Alberta 
companies  in  the  mid  1990s  will  be  South  and  South 
East  Asia,  South  America,  Mexico,  the  CIS  and  the 
Middle  East.  Some  of  these  markets  can  be  entered 
with  conventional  methods  such  as  direct  sales,  agent 
or  distributor  networks  and  foreign  subsidiaries. 
Others,  such  as  Russia  and  Central  Asia,  may  be 
accessed  through  "gateway  countries"  such  as 
Finland  by  setting  up  partnerships  with  companies 
from  those  countries  that  are  already  established  in 
the  target  market. 

The  competition  for  Alberta  companies  comes 
primarily  from  the  United  States  and  Europe. 
However,  with  multinational  subsidiaries  and  joint 
ventures  increasing,  companies  based  in  all  parts  of 
the  world  are  receiving  instantaneous  recognition 


because  of  their  technology.  Many  European 
companies  are  actively  looking  for  mechanisms  to 
reach  the  North  American  market. 


Strategic  Direction  and  Priorities 

Overall  Sector  Objective 

To  support,  sustain  and  develop  a prosperous, 
globally  recognized  and  competitive  Alberta  oil  and 
gas  equipment  and  services  sector  and  to  assist  with 
its  successful  participation  in  international  markets. 

Priority  Markets  and  Specific  Objectives 

• South  and  South  East  Asia 

China,  India,  Indonesia,  Malaysia,  Pakistan, 
Singapore,  Thailand,  Vietnam. 

Increase  sales  and  market  penetration  in  existing 
export  markets  such  as  China,  India  and 
Malaysia  and  increase  awareness  of  Alberta 
manufactured  goods  and  services  in  emerging 
markets  such  as  Thailand  and  Vietnam.  Increase 
awareness  of  Alberta  products  and  services 
among  multinational  purchasing  offices  in 
Singapore  and  Malaysia. 

• The  Americas 

Argentina,  Bolivia,  Brazil,  Colombia, 
Ecuador,  Mexico,  Venezuela,  United  States 
(Alaska,  California,  Louisiana,  Montana, 
North  Dakota,  Texas),  Western  Canada. 

Continue  to  increase  sales  in  Western  Canada 
and  the  U.S.  Promote  Alberta  as  a competitive, 
competent  supplier  of  equipment  and  services  in 
Mexico  and  South  America.  Use  Houston-based 
companies  to  access  foreign  markets  (Russia, 
China,  Middle  East,  Latin  America). 

• Europe  and  Central  Asia 

Central  Asian  Countries  (Azerbaijan, 
Turkmenistan,  Uzbekistan),  Kazakhstan, 
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North  Sea,  Russia,  "gateway  countries"  such 
as  Finland  and  Hungary. 

Establish  a reliable  and  competitive  supply  of  oil 
and  gas  equipment  and  services  to  Russia, 
Kazakhstan  and  the  North  Sea.  Form  strategic 
alliances  to  penetrate  new  markets  (Finland  and 
Hungary  for  Russia). 

• Middle  East  and  Africa 

Algeria,  Iran,  Libya,  Nigeria,  Tunisia, 
Saudi  Arabia  and  "gateway  countries"  such 
as  Bahrain,  Cyprus,  Great  Britain  and 
Malta. 

Through  training  services,  increase  awareness  of 
Alberta  equipment  and  services.  Work  with 
Canadian  contractors  and  individuals  to  increase 
Alberta  content  in  projects. 


Promote  the  adoption  of  Alberta  codes  and 
regulatory  frameworks  (such  as  ERCB,  Land 
Titles  and  environmental  codes)  by  petroleum 
producing  countries. 

Work  with  Statistics  Canada  to  improve  the 
definition  of  industry  sectors  and  export 
destinations  in  export  statistics. 


Strategic  Direction 

Facilitate  manufacturing  and  service  growth 
through  business  establishment,  plant  expansion 
and  investment  prospecting. 

Assist  with  export  development  in  priority 
markets  through  incoming  and  outgoing 
missions,  domestic  and  international  trade  fairs 
and  promotion  of  strategic  alliances. 

. Enhance  sector  competitiveness  through  business 
skills  development,  technology  transfer  and  new 
product/technology  development. 

Encourage  Alberta  company  linkages  and 
consortia  formation. 

Ensure  availability  of  competitive  transportation 
infrastructure  and  continue  to  support 
deregulation  of  the  transportation  industry,  where 
applicable. 

Liaise  with  relevant  industry  associations  to 
facilitate  information  dissemination  and  to 
promote  sector  development. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

Oil  & Gas  Mission 

Apr  1-21,  1994 

Iran,  Syria  & 
Oman 

Economic 
Development  & 
Tourism 
(ED&T) 

Abbas  Al-Saigh 
427-4327 

Oil  & Gas,  Investment  & 
Tourism  Mission 

Apr  11-29,  1994 

Qatar,  Saudi 
Arabia, 

U.A.E., 

Kuwait  & 

Israel 

ED&T 

Vic  Hartfield 
427-4327 

Moscow  International  Oil  & 
Gas  Exhibition 

Apr  1994 

Moscow,  CIS 

ED&T 

Patti  Piironen 
427-4809 

Colombia  Seminar 

Apr  1994 

Calgary,  AB 

ED&T 

Bill  Jaschke 
427-4809 

Incoming  Mission  from 
Colombia 

Apr  1994 

Calgary,  AB 

ED&T 

Bill  Jaschke 
427-4809 

Latin  America  Seminar 

Apr  1994 

Calgary,  AB 

ED&T 

Bill  Jaschke 
427-4809 

SPE  Oil  Conference 

Apr  1994 

Argentina 

ED&T 

Bill  Jaschke 
427-4809 

Incoming  Mission  from 

Tunisia 

May  1994 

Calgary,  AB 

ED&T 

Abbas  Al-Saigh 
427-4327 

Outgoing  Mission  to  develop 
oil  and  gas  projects 

May  1994 

Poland, 

Ukraine, 

Romania, 

Bulgaria, 

Slovenia  & 

Albania 

ED&T 

Don  Wilson 
427-4809 

Expetro  ’94 

May  1994 

Tampico  - 

Villahermosa, 

Mexico 

ED&T 

Brian  Westlund 
427-4809 

Offshore  Technology 
Conference  & Show 

May  1994 

Houston,  TX 

ED&T 

Don  Chinski 
427-4809 
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Activity /Event 

Date 

Location 

Department 

Contact 

National  Petroleum  Show 

June  14-16,  1994 

Calgary,  AB 

ED&T 

• U.S.  Buyers 

Don  Chinski 

Jim  Armet 
427-4809 

• Alaska  Buyers  Incoming 
Mission 

Chris  Makowski 
427-4323 

• Mexico  Buyers 

Brian  Westlund 
427-4809 

• South  America  Buyers 

Bill  Jaschke 
427-4809 

• Europe  Buyers 

Erv  Lack 
427-4809 

• India/Africa/Middle  East 
Buyers 

Vic  Hartfield 
Greg  Jardine 
Abbas  Al-Saigh 
427-4327 

• Japan  Buyers 

Barry  Salter 
427-4809 

• Korea  Buyers 

Dave  Corbett 
427-4809 

• China  Buyers 

Josephine  Choi 
427-4809 

• Asean  & Viet  Nam 

Buyers 

Rabin  Mendis 
427-4809 

NOIA  Conference  & 

Offshore  Newfoundland 

Show 

June  20-23,  1994 

St.  John’s,  NF 

ED&T 

Susan  Elliott 
427-1905 

American  Public  Power 
Association 

June  26-29,  1994 

Chicago,  IL 

ED&T 

Susan  Elliott 
427-1905 

Canadian  Association  of 
Petroleum  Products 

June  1994 

Calgary,  AB 

ED&T 

Jim  Armet 
427-4809 

Offshore  North  Seas 

Aug  1994 

Norway 

ED&T 

Behrooz  Sadre- 

Hashemi 

427-4809 

128 


Alberta  Global  Business  Plan 


Oil  and  Gas  Equipment  and  Services 


Activity /Event 

Date 

Location 

Department 

Contact 

Thessaloniki  International 

Fair 

Sept  1994 

Greece 

ED&T 

Julius  Nemeth 
427-4809 

Society  of  Petroleum 

Engineers 

Sept  1994 

New  Orleans, 
LA 

ED&T 

Don  Chinski 
427-4809 

Oil  & Gas  Mission 

Oct  1994 

Dhaka, 
Bangladesh, 
Delhi  & 

Bombay 

ED&T 

Greg  Jardine 
427-4327 

Kazakhstan  International  Oil 
& Gas  Show 

Oct  1994 

Kazakhstan, 

CIS 

ED&T 

Patti  Piironen 
427-4809 

Neftegaz  Oil  & Gas  Show 

Oct  1994 

Moscow,  CIS 

ED&T 

Patti  Piironen 
427-4809 

Rio  Oil  & Gas 

Oct  1994 

Brazil 

ED&T 

Bill  Jaschke 
427-4809 

Oil  & Gas  Mission 

Oct  - Nov  1994 

Turkey,  Iran, 
Qatar  & 

U.A.E. 

ED&T 

Abbas  Al-Saigh 
427-4327 

Oil  & Gas  Equipment  & 
Technology  Trade  Mission 

Nov  1994 

China 

ED&T 

Josephine  Choi 
427-4809 

Incoming  Oil  & Gas  Mission 
from  India 

Nov  1994 

Calgary/ 
Edmonton,  AB 

ED&T 

Greg  Jardine 
427-4327 

Outgoing  Mission  to  develop 
oil  and  gas  projects 

Nov  1994 

Poland,  Czech 
& Slovakia 

ED&T 

Don  Wilson 
427-4809 

Tyumen  Oil  & Gas  Show 

Nov  1994 

Tyumen,  CIS 

ED&T 

Patti  Piironen 
427-4809 

Pacific  Oil  & Gas  Show 

Nov  1994 

Bakersfield, 

CA 

ED&T 

Jim  Armet 
427-4809 

Oil  & Gas  and  Investment 
Mission,  Tourism  Promotion 

Nov  - Dec  1994 

Saudi  Arabia, 
U.A.E.  & 
Kuwait 

ED&T 

Vic  Hartfield 
427-4327 

10th  Biennial  Offshore 
Southeast  Asia  Oil  & Gas 
Show  and  Mission 

Nov  - Dec  1994 

Singapore  & 
Malaysia 

ED&T 

Rabin  Mendis 
427-4809 

Power-Gen  ’94 

Dec  1994 

Orlando,  FL 

ED&T 

Susan  Elliott 
427-1905 

American  Energy  Week  ’95 

Jan  1995 

Houston,  TX 

ED&T 

Don  Chinski 
427-4809 

Oil  & Gas  Mission 

Jan  1995 

Argentina  & 
Brazil 

ED&T 

Bill  Jaschke 
427-4809 
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Activity /Event 

Date 

Location 

Department 

Contact 

SPE  International  Petroleum 
Exhibition  of  Mexico 

Feb  1995 

Veracruz, 

Campeche, 

Mexico 

ED&T 

Brian  Westlund 
427-4809 

Oil  & Gas  Mission 

Feb  1995 

Nigeria, 

Congo,  Gabon 
& Angola 

ED&T 

Dean  Sanduga 
427-4327 

National  Plant  Engineering  & 
Maintenance  Show 

Mar  13-16,  1995 

Chicago,  IL 

ED&T 

Matt  Collins 
427-1905 

Incoming  Oil  & Gas  Mission 
from  Pakistan 

Mar  1995 

Calgary  / 
Edmonton,  AB 

ED&T 

Greg  Jardine 
427-4327 

Offshore  Mediterranean 
Conference  & Exhibition 

Mar  1995 

Italy 

ED&T 

Julius  Nemeth 
427-4809 

Oil  & Gas  Environment 
Mission 

Mar  1995 

Havana/ 

Kingston 

ED&T 

Brian  Westlund 
427-4809 

Outgoing  Mission  to  develop 
oil  and  gas  projects 

May  1995 

Poland, 

Ukraine, 
Bulgaria, 
Slovenia  & 
Albania 

ED&T 

Don  Wilson 
427-4809 

Outgoing  Mission  to  develop 
oil  and  gas  projects 

May  1995 

Croatia 

ED&T 

Julius  Nemeth 
427-4809 

Calgary  Oil  & Gas  Show  - 
incoming  buyers  from  Europe 

June  1995 

Calgary,  AB 

ED&T 

Erv  Lack 
427-4809 

Calgary  Oil  & Gas  Show 

June  1995 

Calgary,  AB 

ED&T 

Barry  Salter 
Josephine  Choi 
Jay  Tam 

Rabin  Mendis 
427-4809 

6th  Biennial  Malaysian  Oil  & 
Gas  Show 

July  1995 

Malaysia 

ED&T 

Rabin  Mendis 
427-4809 

SPE  Oil  & Gas  Equipment  & 
Technology  Exhibition 

Sept  1995 

Beijing,  China 

ED&T 

Josephine  Choi 
427-4809 

Offshore  Europe  ’95 

Sept  1995 

Scotland 

ED&T 

Behrooz  Sadre- 

Hashemi 

427-4809 

Kazakhstan  Oil  & Gas  Show 

Oct  1995 

Kazakhstan, 

CIS 

ED&T 

Patti  Piironen 
427-4809 

Neftegaz  ’95 

Oct  1995 

Moscow,  CIS 

ED&T 

Patti  Piironen 
427-4809 
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Activity /Event 

Date 

Location 

Department 

Contact 

Outgoing  Mission  to  develop 
oil  and  gas  projects 

Nov  1995 

Poland,  Czech 
& Slovakia 

ED&T 

Don  Wilson 
427-4809 

Tyumen  Oil  & Gas  Show 

Nov  1995 

Tyumen,  CIS 

ED&T 

Patti  Piironen 
427-4809 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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* The  Alberta  plastics  industry  is  growing  at  a 
faster  rate  than  the  rest  of  the  economy. 

* A broad  range  of  products  are  produced  by 
Alberta ’s  plastics  processors  ranging  from 
commodity  industrial  and  consumer  products  to 
higher  technology  products  for  the 
telecommunications  and  aerospace  industries. 

* Alberta’s  plastics  industry  is  modern,  efficient, 
competitive,  and  highly  innovative. 


Alberta  Position 

The  Alberta  plastics  manufacturing  industry  is  made 
up  of  approximately  280  companies.  The  companies 
represent  all  of  the  processing  and  fabrication  sectors 
such  as  injection  moulding,  profile  and  blown  film 
extrusion,  rotational  moulding,  blow  moulding, 
thermoforming  and  composites.  Company  sales 
typically  range  from  less  than  $1  million  for  the 
small  shops  to  in  excess  of  $25  million  for  branch 
plants  of  large  multinational  companies.  Total 
Alberta  plastic  sector  sales  are  estimated  to  be  $600 
million  annually.  It  is  also  estimated  that  the 
industry  employs  3,500  people.  The  industry  profile 
is  in  continuous  change  through  new  firms  entering, 
and  exiting,  and  through  mergers  and  acquisitions. 
The  industry  sector  in  Alberta  is  growing  faster  than 
the  economy.  Many  companies  have  expanded  their 
markets  in  both  Canada  and  the  U.S.  within  the  last 
year. 

The  plastics  sector  encompasses  a broad  range  of 
products,  from  innovative  and  high  tech  to  generic 
"me  too".  Products  for  the  telecommunications 
industry,  optical  acrylics,  and  fuel  tanks  for  the  air 
force  are  a few  examples  of  the  higher  technology 
products  manufactured  in  Alberta.  Bags,  bottles  and 
other  containers  are  produced  for  the  food,  beverage 
and  consumer  markets.  Toys,  film  for  the 
construction  and  agricultural  industries,  and  other 
miscellaneous  consumer  products  are  also 
manufactured  in  Alberta.  Plastics  recycling  - born 
from  environmental  demand  - has  grown 


significantly  in  the  past  two  years. 

Plastic  products  generally  have  a limited  shipping 
range  because  of  the  freight  cost  to  market  value 
ratio.  Therefore,  the  size  and  number  of  firms  in  a 
region  tends  to  be  limited  by  the  size  of  the  regional 
market.  Alberta  is  a small  market  which,  due  to 
production  economies  of  scale,  has  made  it  difficult 
for  certain  products  to  be  produced  in  Alberta,  thus 
creating  an  import  market.  Import  replacement  may 
be  an  opportunity  for  new  or  existing  firms. 

Alberta  has  a number  of  world  scale  commodity 
resin  producers  who  market  their  resins  on  a global 
basis.  However,  the  type  of  resins  used  by  most  of 
Alberta’s  plastic  processors  are  not  produced  in  the 
province.  Therefore  most  of  these  resins  are 
imported  from  Eastern  Canada  or  the  U.S.  Because 
these  resins  are  produced  and  marketed  on  a global 
basis,  they  generally  are  available  to  Alberta 
processors  at  a North  American  price,  subject  to 
some  freight  adjustments  and  volume  pricing 
variances.  Some  companies  are  constrained  by  a 
lack  of  buying  power  for  resin  which  raises  the  cost 
of  production. 

The  Alberta  plastics  industry  benefits  from  the 
availability  of  a productive  and  highly  skilled  work 
force.  This  is  due  primarily  to  the  Plastics 
Engineering  Technology  Program  offered  by  the 
Northern  Alberta  Institute  of  Technology  (NAIT). 
It  is  the  oldest  plastics  technology  program  in 
Canada.  In  addition  to  the  NAIT  program,  technical 
and  research  assistance  is  available  to  the  plastics 
industry  through  the  Alberta  Research  Council  and 
the  universities. 

With  creative  management  and  the  appropriate 
process  technologies,  import  substitution  will 
provide  opportunities  for  innovative  Alberta 
processors.  Innovative  and  high  tech  products, 
where  the  value  of  the  product  is  high  relative  to 
freight  costs,  is  a growth  opportunity  for  existing 
and  new  companies.  Creative  niche  products  for  the 
electronics,  agricultural,  construction,  and  food  and 
beverage  industries  are  opportunities  for  local 
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companies  to  increase  their  export  revenues.  There 
are  also  opportunities  to  replace  imports  in  these 
product  areas. 

Situation  Analysis 

The  plastics  industry  is  focused  on  product 
manufacturing  and,  as  such,  exports  and  marketing 
are  related  more  to  the  product  sector  they  are 
serving  than  a general  plastics  sector.  Similarly, 
their  export  strength  is  related  to  the  product  value 
relative  to  the  cost  of  transportation. 


Strategic  Direction  and  Priorities 


Priority  Markets 

By  nature  of  the  products  produced,  the  primary 
market  area  for  Alberta  plastics  products  is  Western 
Canada  and  the  Pacific  Northwestern  United  States, 
as  depicted  in  the  matrix  table  below. 


Plastic  Product/Market  Matrix 


Plastic  Products 

Western 

Canada 

Pacific 

Northwest 

U.S.A. 

Other 

North 

America 

Other 

Global 

Construction 

A 

A 

B 

c 

Packaging 

A 

B + 

B 

c 

Oil  and  Gas 

A 

A 

A 

A 

Agriculture 

A 

A 

B 

C 

Telecom/ 

Aerospace 

A 

A 

A 

A 

Consumer 

A 

A 

B 

C 

Ranking  of  Market  Opportunities: 

A - High 

B - Good 

C - Low 

Objectives 

• To  increase  export  sales  through  increased  use 
and  sales  in  the  sectors  served  by  the  industry. 


• To  capitalize  on  the  technology  and  skills 
strengths  of  the  Alberta  industry  and  market  the 
technology  and  related  equipment  including 
training  and  education  needed  to  improve  sector 
export  readiness. 

Strategy  elements  include: 

• Using  relevant  criteria,  identify  firms  with 
export  potential.  Such  criteria  might  include 
corporate  capabilities  such  as  production, 
marketing,  financial,  physical  distribution  and 
logistics  and  overall  management  skills. 

• Prioritize  the  firms  on  some  basis,  and  make 
available  to  them  the  full  or  appropriate  range  of 
departmental  educational,  advisory  and  assistance 
programs. 

Export  Promotion 

A plastics  export  strategy  must  be  based  upon  and 
integrated  with,  the  export  strategies  of  other 
products.  Plastics  is  only  a material  from  which 
products  in  other  sectors  are  made.  The  broad 
general  sectors  where  Alberta  produces  exportable 
plastic  products  are: 

• Construction 

• Packaging 

• Oil  and  Gas 

• Agriculture 

• Telecommunications/Aerospace 

• Consumer  Products 

Strategy  elements  include: 

• Identify  current  exporters,  products  and  markets. 

• Address  transportation  requirements  to  penetrate 
new  markets. 

• Explore  with  individual  firms,  the  potential  for, 
and  impediments  to,  increasing  penetration  and 
of  existing  markets  and  developing  new  ones. 

• Make  firms  aware  of  departmental  trade-related 
programs  and  services  and  actively  encourage 
their  use. 
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Investment  Attraction 

Strategy  elements  for  investment  attraction  include: 

• Identification  of  existing  products  or  firms  where 
new/additional  investment  would  strengthen  the 
sector  and  benefit  the  provincial  economy. 

• Identification  of  new  opportunities  where  the 
province  could  be  competitive  if 
investment/technology  is  infused. 

• Development  of  a proactive  and  coordinated 
investment/technology  attraction  plan  involving 
all  relevant  divisions  within  the  department  and 
the  sector  itself. 
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Activity /Event 

Date 

Location 

Department 

Contact 

Outgoing  defence  and 
aerospace  NEBS  mission 

Apr  1994 

Minneapolis, 

MN 

Economic 
Development  & 
Tourism  (ED&T) 

Sam  Chow 

427-4323 

Midwest  Electronics  Show 

May  16-20, 
1994 

Minneapolis, 

MN 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

National  Plastics  Show 
(Manufacturing  Expertise 
Mission) 

June  6-10, 
1994 

Chicago,  IL 

ED&T 

Gary  Loblick 
427-2005 

Giftware  Rep  Locator 

June  13-17, 
1994 

Minneapolis, 

MN 

ED&T 

Audrey  Albrecht-Lee 
427-4323 

PROSPEC  ’94  Architectural 
and  Engineering  Products 
Show 

Aug  4,  1994 

Seattle,  WA 

ED&T 

Chris  Makowski 
427-4323 

Western  Hardware, 
Housewares  and  Home 
Improvement  Show 

Oct  1-4, 

1994 

Vancouver, 

BC 

ED&T 

Chris  Makowski 
427-4323 

BUILDEX  ’94  - The 

Building  Industry  Trade 
Exhibition 

Oct  17-19, 
1994 

Vancouver, 

BC 

ED&T 

Chris  Makowski 
427-4323 

Western  Building  Materials 
Association  Trade  Show 

Nov  11-14, 
1994 

Portland,  OR 

ED&T 

Chris  Makowski 
427-4323 

Outgoing  Boeing  Mission 

TBD 

Seattle,  WA 

ED&T 

Sam  Chow 

427-4323 

Outgoing  Puget  Sound  Naval 
Supply  Centre  mission 

TBD 

Seattle,  WA 

ED&T 

Sam  Chow 

427-4323 

Building  Products/Hardware 
NEBS  Mission 

TBD 

Seattle,  WA 

ED&T 

Chris  Makowski 
427-4323 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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Tourism 


* Tourism  is  Alberta ’s  third  largest  industry. 

* Tourism  generated  $2.95  billion  in  revenues  in 
Alberta  in  1992,  of  which  approximately  half 
was  from  Albertans. 

* The  tourism  industry t employs  approximately 
100,000  Albertans. 

* Alberta ’s  Tourism  Advantage  is  evident  in  the 
diverse  range  of  world-class  natural  and 
heritage  attractions  and  tourism  facilities  and 
services. 


International  Overview 

The  Alberta  tourism  industry  is  very  active  with 
government  in  marketing  to  both  in  and  out-of- 
province  markets.  For  purposes  of  this  strategy, 
only  "out-of-province"  tourism  markets  are 
included.  More  detailed  marketing  plans  and 
activity  lists  are  in  place  for  all  markets. 

Tourism  is  one  of  the  world’s  most  important 
growth  industries,  valued  at  $2.65  trillion.  The 
World  Tourism  Organization  predicts  international 
travel  will  grow  at  an  annual  rate  of  4%  in  the 
1990s. 

Canada’s  tourism  industry  accounts  for  around 
$28.5  billion,  making  it  one  of  the  10  largest  in 
the  world.  In  1992,  international  tourism  receipts 
in  Canada  were  more  than  $8  billion,  making 
tourism  Canada’s  fourth  largest  export. 

Worldwide  competition  for  tourism  continues  to  be 
fierce.  Competitive  destinations  are  using 
aggressive  marketing  campaigns  with  significant 
expenditures  to  capture  market  share.  Flight 
capacity  continues  to  be  a major  issue  for  off-shore 
markets,  and  flight  costs  are  a problem  within 
North  America.  Other  challenges  include  limited 
awareness  of  the  variety  of  attractions  that  Canada 
and  Alberta  have  to  offer,  lack  of  new  packaging 
and  product  development,  climate,  and  lack  of  a 


consistent  and  unique  image  that  creates  a sense  of 
urgency  or  "must  see". 

Alberta  Position 

Alberta’s  tourism  appeals  are  many  and  varied. 

The  Canadian  Rockies,  Banff  and  Jasper  National 
Parks,  "big  nature",  magnificent  scenery,  wildlife 
viewing  opportunities,  and  soft  adventure  activities 
such  as  fly-in  fishing  and  trailriding,  highlight 
some  of  Alberta’s  natural  advantages.  Diverse 
historical  and  cultural  attractions,  such  as  the 
Royal  Tyrrell  Museum  of  Paleontology,  Head- 
Smashed-In  Buffalo  Jump,  and  Dinosaur 
Provincial  Park/Unesco  World  Heritage  Site,  along 
with  special  events  and  festivals,  represent  a few 
of  Alberta’s  cultural  advantages.  Modern  gateway 
cities,  exciting  attractions  such  as  West  Edmonton 
Mall,  events  such  as  the  Calgary  Stampede, 
diverse  shopping  experiences,  and  competitive 
resort  destinations,  along  with  cleanliness  and 
safety,  quality  of  facilities,  friendliness,  high 
service  standards  and  value  for  money  are  just 
some  of  many  entertainment  and  service 
advantages  Alberta  offers. 

Tourism  in  Alberta  in  1992  was  responsible  for 
$2.95  billion  in  revenues,  making  it  Alberta’s  third 
largest  industry.  Of  this,  $1.5  billion  or  over  half 
was  generated  by  Albertans,  $726  million  by  other 
Canadians,  $330  million  by  visitors  from  the 
United  States,  and  $313.9  million  by  all  other 
country  visitors. 

As  these  figures  demonstrate,  Alberta’s  largest 
out-of-province  tourism  market  is  the  rest  of 
Canada.  It’s  largest  international  market  is  the 
United  States,  followed  by  Europe  (United 
Kingdom  and  Germany),  and  Asia/Pacific  (Japan 
and  Australia/New  Zealand).  Marketing  efforts, 
for  the  most  part,  are  targeted  at  these  primary 
markets.  Priorities  may  vary,  depending  on  the 
segment.  In  some  segments,  emerging  or 
secondary  markets  may  be  of  increasing 
importance. 
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For  the  purposes  of  this  strategy,  tourism  in 
Alberta  is  divided  into  the  following  key  segments 
- touring,  business  travel,  ski/destination 
golf/major  sports  events,  and  adventure.  Each  is 
described  below,  and  target  markets  are  identified 
for  each. 


Touring 

"Touring"  represents  the  largest  segment  of 
visitors  to  the  province.  Touring  visitors  are 
characterized  by  their  interest  in  including  several 
destinations  within  the  province  in  their  itinerary 
and  a willingness  to  participate  in  a great  variety 
of  activities  and  events.  They  are  also  able  to 
travel  year-round.  While  the  traditional  attractions 
have  been  the  Canadian  Rockies,  scenery,  and 
wildlife  viewing,  alternative  products  such  as  the 
urban  experience  of  the  gateway  cities,  high 
quality  historical  and  cultural  resources,  shopping, 
entertainment,  festivals  and  events,  soft  adventure 
activities  and  winter  touring  are  becoming 
increasingly  important.  Emerging  products  such 
as  ecotourism  are  also  of  interest. 

Touring  visitors  can  be  sub-divided  several  ways. 
They  can  be  categorized  as  independent  or  group 
travellers  whose  reasons  for  travel  vary  from 
touring  to  business  travel  to  visiting  friends  and 
relatives  (VFR).  Their  means  of  travel  may 
include: 

• Rubber  tire  (personal  vehicle) 

• Intermodal  (fly  drive/fly  motorhome) 

• Motorcoach  (generally  group  travel) 

• Rail 

The  potential  of  each  of  these  sub-segments  varies 
by  geographic  market,  but  overall,  the  greatest 
opportunities  exist  with  the  expansion  of 
independent  travel  using  intermodal  services  (i.e. 
fly/drive,  rail/coach,  etc.). 

Visiting  Friends/Relatives  have  traditionally  been 
felt  to  have  limited  potential  in  terms  of 
persuadable  visits  (i.e.  those  people  who  can  be 
persuaded,  through  marketing  activities,  to  select 
Alberta  as  a destination).  This  view  is  changing 
and  opportunities  exist  to  promote  add-on  activities 


and  destinations  to  these  visitors. 

Target  markets  for  Touring  include: 


North  America 

Europe 

Asia/ 

Pacific 

British  Columbia 

United  Kingdom 

Japan 

Saskatchewan 

Germanic  -speaking : 

Australia/ 

Manitoba 

Germany,  Austria, 

New 

Ontario 

Switzerland 

Zealand 

California 

France 

Taiwan 

Washington 

Netherlands 

Korea 

Oregon 

Italy 

Montana 

Idaho 

Texas 

Florida 

Illinois 

Minnesota 

Mexico 


Business  Travel 

This  segment  includes,  in  order  of  priority  for 
Alberta,  association  meetings,  incentive  travel,  and 
corporate  meetings.  Alberta  has  been  instrumental 
in  getting  private  sector  suppliers  into  the 
international  business  travel  marketplace  through 
local  contracted  representation,  research,  and 
market  promotions.  Generally,  the  private  sector 
leads  in  coordinating  efforts  in  the  domestic 
markets  from  identification  of  business  travel 
clients  to  closure  of  sales.  The  province’s  role  has 
focused  on  procuring  client  intelligence  and 
identifying  their  needs  in  the  long-haul 
international  markets  of  the  United  States,  Europe, 
and  Japan. 

Marketing  efforts  in  business  travel  focus  on 
qualifying  and  identifying  clients,  enhancing 
awareness,  encouraging/increasing  repeat  business, 
attendance  building,  increasing  pre-  and  post- 
meeting activities,  and  cooperative  marketing 
opportunities  between  the  public  and  private 
sectors.  Marketing  efforts  are  targeted  to  the 
decision-makers  for  meetings  rather  than  to  the 
end  user  or  delegates.  The  association,  in 
conjunction  with  the  host  destination,  coordinates 
marketing  to  potential  delegates  for  attendance 
building. 
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Association  meetings  (i.e.  conventions, 
professional  meetings)  included  3,800  Alberta 
events  with  609,000  delegates,  for  an  estimated 
value  of  $225  million  in  1992. 

Incentive  travel  and  Corporate  meetings  combined 
account  for  approximately  $60  million  for  1,600 
meetings  with  255,000  attendees  in  1992. 

Incentive  travel  is  the  use  of  travel  as  a 
motivational  tool  by  companies  to  encourage  their 
sales  and  non-sales  people  to  achieve  higher  goals. 
Corporate  meetings  are  off-premise  meetings  for 
business  purposes  (i.e.  training  seminars,  board 
meetings)  with  at  least  one  overnight  stay  in 
commercial  accommodation. 


Relocation  of  Alpine  Canada  to  Calgary  should 
help  to  strengthen  the  focus  of  the  industry. 

Target  markets  for  skiing,  identified  with  input 
from  the  Alberta  Ski  Industry  Marketing 
Committee  (ASIMC)  during  preparation  of  their 
1994/95  Ski  Industry  Marketing  Plan,  include: 


North  America 

Europe 

Aaia/  Pacific 

Saskatchewan 

United  Kingdom 

Japan 

Manitoba 

Germany 

Australia/  New 

Ontario 

Switzerland 

Zealand 

California 

Austria 

Illinois 

Italy 

T exas 

France 

Target  markets  are  identified  as: 


Destination  Golf 


North  America  Europe 


Asia/Pacific 


Ontario 

Washington  D.C., 

Illinois 

New  York 

California 

Minnesota 

Missouri 


United  Kingdom 

France 

Belgium 

The  Netherlands 
Switzerland 
Germany 
Italy 


Japan 


Ski/Destination  Golf/Major  Sports  Events 
Ski 

Skiing  is  the  main  winter  activity  in  Alberta  with 
an  estimated  1.8  million  skier  visits  in  1992-1993. 
The  percentage  of  skiers  is  increasing  from  such 
markets  as  Japan,  German-speaking  Europe,  the 
United  Kingdom,  and  Australia/New  Zealand. 
Opportunities  exist  to  attract  skiers  who  are 
seeking  destination  experiences  including 
accommodation  and  other  winter  activities. 

Increasing  competition  from  other  major  ski  areas 
outside  Alberta  and  from  other  types  of  leisure 
activities  has  impacted  the  market  for  Alberta’s 
major  ski  areas.  The  province  and  ski  industry 
will  continue  their  cooperative  efforts  to  undertake 
research,  coordinate  collection  of  statistics,  and 
coordinate  development  and  implementation  of 
marketing  strategies. 


Golf  is  one  of  North  America’s  fastest  growing 
sports.  Alberta  has  potential  as  an  international 
golf  destination.  There  is  capacity  to  package  golf 
product  for  out-of-province  visitors. 

Substantial  growth  in  golf  course  development 
throughout  Alberta  and  particularly  in  Calgary  and 
Edmonton  has  occurred  recently,  and  more  courses 
are  proposed  in  the  mountain  region.  At  present, 
there  are  over  250  golf  courses  in  Alberta.  There 
is  an  opportunity  for  development  of  additional 
destination  golf  packages  and  for  coordinated 
marketing  efforts  relative  to  the  destination  golfer. 
To  this  end,  government  and  industry  are  working 
cooperatively  to  facilitate  development  of  a golf 
marketing  strategy,  including  identification  of 
product  development  opportunities. 

Priority  markets  for  golf  are  primarily  regional 
(Western  Canada  and  the  NW  United  States). 
Specific  markets  will  be  determined  in  consultation 
with  the  industry.  Developing  markets  include 
California,  Illinois,  Japan  and  Germany. 

Major  Sports  Events 

The  sports  segment  includes  the  identification  and 
marketing  of  major  world-class,  "must-see" 
sporting  events  by  sport  associations,  local 
municipalities  and  others.  Upcoming  major  sports 
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events  include  the  annual  Masters  at  Spruce 
Meadows,  the  1994  Wheelchair  Basketball  World 
Championship,  the  1995  World  Junior  Hockey 
Championship,  the  1995  Canada  Winter  Games, 
and  the  1996  World  Figure  Skating  Championship. 


Adventure 

Adventure  tourism  is  one  of  the  fastest  growing 
segments  of  the  tourism  industry.  The  key 
activities  offered  in  the  province  are  trailriding  and 
guest  ranches,  whitewater  rafting,  fishing/fly-in 
fishing  lodges,  country/farm  vacations,  bicycle 
touring,  mountaineering,  heli-hiking, 
guided/interpretive  hikes,  cross-country  skiing  and 
canoeing.  All  these  activities  provide  varying 
levels  of  outdoor  experiences. 

Alberta  appeals  to  both  casual  and  expert 
adventure  travellers  in  the  U.S.  market.  Potential 
exists  to  package  adventure  holidays  for  the 
committed  upscale  adventurers,  as  well  as  soft 
adventure  add-ons  to  the  touring  product  for  the 
casual  adventure  travellers. 

Target  Markets  for  Adventure  Travel  include: 


North  America 

Europe 

Ontario 

United  Kingdom 

Saskatchewan 

Germany 

Manitoba 

Washington 

Oregon 

California 

Texas 

Illinois 

New  York 

Strategic  Direction  and  Objectives 
Objectives 

• To  increase  tourism  receipts  from  $2.95  billion 
in  1992  to  more  than  $4.4  billion  by  2000. 


• To  increase  seasonal  travel  and  average  trip 
stay  throughout  the  province,  resulting  in 
increased  expenditures. 


Strategic  Direction 

• Emphasis  will  be  placed  on  those  markets  that 
generate  the  greatest  return  for  a given  amount 
of  marketing  effort.  Maximizing  the  net  yield 
of  Alberta’s  tourism  industry  is  most  likely  to 
occur  by  focusing  on  the  persuadable 
components  of  travel  decisions. 

• Government  and  the  tourism  industry  will 
cooperatively  develop  targeted  strategies  that 
are  cost  effective,  that  present  a consistent  and 
coordinated  image  in  the  out-of-province 
markets,  and  that  make  use  of  partnerships  to 
promote  the  Alberta  Tourism  Advantage. 

• Government  will  encourage  and  pursue 
alternative  funding  alliances  between 
government,  private  sector  and  non-traditional 
partners,  and  support  private  sector  initiatives 
in  existing  and  developed  markets  that  position 
new  and  existing  products  that  are  export 
ready. 

• Government  and  industry  will  cooperatively 
identify  requirements  for  research  and  explore 
new,  emerging,  and  niche  markets.  For 
example,  new  markets  may  include  Latin 
America  and  South  East  Asia.  Research 
relative  to  product  development  and  niche 
markets  may  include  ecotourism,  educational 
and  science-based  experiences,  adventure 
products,  incentive  travel  products,  festivals,  ' 
museums  and  historic  sites,  destination  golf, 
and  ski. 

• The  travel  trade  will  be  the  primary  focus  of 
marketing  initiatives,  including  such  things  as 
facilitating  partnership  opportunities,  assisting 
in  providing  awareness  and  education  of  the 
travel  trade,  facilitating  cooperative  marketing 
promotions,  encouraging  inclusion  of  alternative 
products  in  existing  packages  of  tour 
operators/wholesalers,  and  development  of  new 
modular  packages  and  itineraries. 
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• Active  communications  campaigns  will  be 
encouraged  to  ensure  that  Alberta  is  well 
positioned  in  the  minds  of  the  consumer.  This 
will  include  profiling  the  Canadian  Rockies  and 
alternative  destinations,  attractions,  activities, 
shopping,  unique  heritage  themes  and  facilities, 
and  special  sporting  and  cultural  events. 

• Targeted  consumer  initiatives  will  be  considered 
in  partnership  with  private  sector  wholesalers, 
operators  and  suppliers. 


Activities 

Alberta  Economic  Development  & Tourism, 
through  its  Visitor  Sales  & Service  Unit,  positions 
industry  tourism  products  with  consumers  and  the 
travel  trade  from  targeted  markets. 

Consumers  and  travel  trade  are  advised  through  a 
1-800  toll  free  sales  line,  nine  strategically  located 
Visitor  Information  Centres,  and  the  active 
distribution  of  tourism  product  information  and 
images.  Opportunities  exist  for  industry  to 
advertise  in  the  Information  Centres,  and  on  the 
toll  free  sales  line  and  to  distribute  their  sales 
literature  to  these  targeted  consumers.  Joint 
promotions  such  as  the  Alberta  Road  Map  coupon 
program  and  the  brokering  of  tourism  products  to 
consumers  are  some  of  the  unique  opportunities 
available  to  the  industry. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

Pacific  Asia  Travel 
Association  (PATA) 

Apr  11-14, 
1994 

Seoul,  Korea 

Economic 
Development  & 
Tourism  (ED&T) 

Dave  Corbett 
427-4809 

Meeting  Industry 
Women’s  Promotion 

Apr  1994 

Phoenix,  AZ 

ED&T 

Ana  Baros 

427-1905 

Media  Marketplace 

Apr  1994 

New  York,  NY 

ED&T 

Sharon  Cruthers 
422-6236 

Action  Adventure 

Expo 

Apr  1994 

Irvine,  CA 

ED&T 

Danna  Schmidt 
427-4809 

The  Travel  Show: 
Consumer  Show 

Apr  1994 

Los  Angeles,  CA 

ED&T 

Danna  Schmidt 
427-4809 

Consumer  Shows 

Apr  1994 

Dawson  Creek, 

BC 

ED&T 

Arnold  Grandt 
427-4323 

Consumer  Show 

Apr  1994 

Prince  George, 

BC 

ED&T 

Arnold  Grandt 
427-4323 

Consumer  Shows 

Apr  1994 

Yukon 

ED&T 

Carol  Sullivan 
427-4323 

Consumer  Show 

Apr  1994 

Regina,  SK 

ED&T 

Gayle  Pawlessa 
427-4323 

ASTA  Western- 
Regional  Marketplace 

Apr  1994 

Newport  Beach, 
CA 

ED&T 

Danna  Schmidt 
427-4809 

Spotlight  Canada 

Apr  1994 

California 

ED&T 

Danna  Schmidt 
427-4809 

Showcase  Canada; 
business  travel  market 

Apr  1994 

Dallas  & 

Houston,  TX 

ED&T 

Stewart  MacDonald 
427-4809 

Showcase  Canada 

Apr  1994 

Minneapolis, 

MN 

ED&T 

Donna  Waldorf 
427-4323 

Golf  Consortia 

Co-op 

Apr  - Sept 
1994 

British 

Columbia, 
Saskatchewan  & 
Manitoba 

ED&T 

Peter  Gregus 
427-4323 

CAA/AAA  Promotion 

Apr  - Oct 
1994 

Western  Region 

ED&T 

Arnold  Grandt 
427-4323 

AVS  Fams 

Apr  1994  - 
Feb  1995 

Western  Region 

ED&T 

Donna  Waldorf 
427-4323 
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Activity /Event 

Date 

Location 

Department 

Contact 

Wholesaler 

Cooperative  Marketing 
Opportunities 

Apr  1994  - 
Mar  1995 

Western  Region 

ED&T 

Peter  Gregus 
Donna  Waldorf 
427-4323 

Wholesaler 

Cooperative  Marketing 
Programs 

Apr  1994  - 
Mar  1995 

Western  Europe 

ED&T 

Joanne  Harvey 
427-4809 

Industry  Consortia 
Marketing  Initiatives 

Apr  1994  - 
Mar  1995 

Western  Region 

ED&T 

Peter  Gregus 
Arnold  Grandt 
427-4323 

Golf  Wholesaler 
Cooperative  Programs 

Apr  1994  - 
Mar  1995 

Eastern  Region 

ED&T 

Allison  Mitton 
427-1905 

Media  Promotions 
Leisure  Travel/Travel 
Trade 

Apr  1994  - 
Mar  1995 

Eastern  Region 

ED&T 

Orest  Warchola 
427-1905 

Wholesaler 

Cooperative  Programs 
- Touring 

Apr  1994  - 
Mar  1995 

Eastern  Region 

ED&T 

Orest  Warchola 
427-1905 

Electronic/print 
promotions  (contra 
prize  promotions) 

Apr  1994  - 
Mar  1995 

Western  Region 

ED&T 

Donna  Waldorf 
Betty  Jandewerth 
427-4323 

Corporate  Meetings/ 
Incentive  Travel  Site 
Visits 

Apr  1994  - 
Mar  1995 

Eastern  Region 

ED&T 

Steven  Leard 
427-1905 

AAA  Promotion 
Programs  Touring 

Apr  1994  - 
Mar  1995 

Eastern  Region 

ED&T 

Orest  Warchola 
427-1905 

Agents  Sales  Flyer 

Quarterly 

Regional  U.S. 

ED&T 

Carol  Sullivan 
427-4323 

Rendezvous  Canada 
(RVC) 

May  17-20, 
1994 

Toronto,  ON 

ED&T 

Joanne  Harvey 
427-4809 

Mission  to  Hong  Kong 

May  29-31, 
1994 

Hong  Kong 

ED&T 

Joe  So 

427-4809 

Metro  Chicago  Ski 
Council 

May  1994 

Chicago,  IL 

ED&T 

Allison  Mitton 
427-1905 

Alberta  Golf  Seminar 

May  1994 

Tokyo, Japan 

ED&T 

Barry  Salter 
427-4809 

Incoming  Tourism 
Mission  from  India 

May  1994 

Calgary, 

Edmonton,  Banff 
& Jasper,  AB 

ED&T 

Greg  Jardine 
427-4327 
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Activity /Event 

Date 

Location 

Department 

Contact 

Swing  Through 

Canada 

May  1994 

Newport  Beach, 
CA 

ED&T 

Danna  Schmidt 
427-4809 

Ski  Group 

May  1994 

California 

ED&T 

Danna  Schmidt 
427-4809 

American  Association 
of  Retired  Persons 
Marketplace  (AARP) 

May  1994 

Anaheim,  CA 

ED&T 

Danna  Schmidt 
4277-4809 

CAA/AAA 

Presentations 

Spring  1994 

Western  Region 

ED&T 

Rita  Olmscheid 
427-4323 

Consortia  Marketing 

Spring  1994 

Saskatchewan 
British  Columbia 
Manitoba 

ED&T 

Donna  Waldorf 
427-4323 

National  Tour 
Association 

Marketplace 

Spring  1994 

Memphis,  TN 

ED&T 

Orest  Warchola 
427-1905 

CAA/AAA  Fam 

Spring  - Fall 
1994 

Western  Region 

ED&T 

Rita  Olmscheid 
427-4323 

Media  Fam 

Spring  - Fall 
1994 

Western  Region 

ED&T 

Cathy  Gladwin 
427-4327 

Group  Tour  Leaders 
Fam 

Spring  - Fall 
1994 

Washington, 
Oregon  & 
Minnesota 

ED&T 

Shirley  Hauck 
427-4323 

Retail  joint  marketing 
initiatives  (consumer 
promotions) 

Spring  - Fall 
1994 

Western  Region 

ED&T 

Donna  Waldorf 
427-4323 

Alberta  Travel  Trade 
Manual 

Spring  - Fall 
1994 

All  markets 

ED&T 

Orest  Warchola 
427-1905 

Taiwan  Annual  Sales 
Mission  ’94 

June  1-3, 

1994 

Taiwan 

ED&T 

Jay  Tam 
427-4809 

Inbound  Mission: 
tour  operators  from 
Mexico  City  & 
Guadalajara 

June  6-10, 
1994 

Alberta 

ED&T 

Frank  Parrotta 
427-4809 

Spring  Sales  Mission 
to  Japan 

June  6-11, 
1994 

Tokyo  & Osaka, 
Japan 

ED&T 

Barry  Salter 
427-4809 

Special  Event 

Promotion  with  the 
Dinosaur  World  Tour 
- Exhibition  in  Osaka 

June  18  - 
Sept  14, 

1994 

Osaka,  Japan 

ED&T 

Barry  Salter 
427-4809 
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Activity /Event 

Date 

Location 

Department 

Contact 

SITE  University 

June  1994 

Puerto  Rico 

ED&T 

Ana  Baros 

427-1905 

Destination  Alberta 
Association/  Corporate 
Meeting  Market 

June  1994 

Jasper,  AB 

ED&T 

Drew  Hutton 
422-6236 

Spotlight  Canada 

Travel  Trade 
Presentation 

June  1994 

Chicago,  IL 

ED&T 

Orest  Warchola 
427-1905 

Springtime  in  the  Park 
Association 

Marketplace 

June  1994 

Washington,  DC 

ED&T 

Steven  Leard 
427-1905 

Ski  Canada  Trade 
Presentation 

June  1994 

Detroit,  MI 

ED&T 

Allison  Mitton 
427-1905 

Meeting  Planners 

International 

Marketplace 

June  1994 

Minneapolis, 

MN 

ED&T 

Ana  Baros 

427-1905 

Greater  Washington 
Society  Association 
Executives  Scholarship 

June  1994 

Washington,  DC 

ED&T 

Steven  Leard 
427-1905 

Melbourne  & Sydney 
Travel  Fairs 

June  1994 

Melbourne  & 
Sydney, 

Australia 

ED&T 

Rabin  Mendis 
427-4809 

Meetings  Marketing 
Fam/Site  Inspection 
Tour 

June  1994 

Washington, 
Oregon, Idaho  & 
Minnesota 

ED&T 

Arnold  Grandt 
427-4323 

Inbound  Mission 
adventure  product  tour 
operators  from 
California  & Texas 

June  1994 

Alberta 

ED&T 

Stewart  MacDonald 
Danna  Schmidt 
427-4809 

Hansa  Golf 

June  1994 

Hamburg, 

Germany 

ED&T 

Karin  Teubert 
422-9330 

ABAV  Trade  Show  & 
Education  Seminars 

Aug  15-19, 
1994 

Recife,  Brazil 

ED&T 

Frank  Parrotta 
427-4809 

Group  Leaders  of 
America  (GLAMER) 
Marketplace:  seniors 
group/independent 
travel 

Aug  1994 

New  Orleans, 

LA 

ED&T 

Stewart  MacDonald 
427-4809 

CFL  promotion  with 
private  sector 

Aug  1994 

Sacramento,  CA 

ED&T 

Danna  Schmidt 
427-4809 
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American  Society 
Association  Executives 
(ASAE)  Trade  Show 

Aug  1994 

San  Francisco, 

CA 

ED&T 

Ana  Baros 

427-1905 

Canadian  Society  of 
Association  Executives 
(CSAE)  Trade  Show 

Aug  1994 

Ottawa,  ON 

ED&T 

Steven  Leard 
427-1905 

Canadian  Meeting 
Incentive  Travel 
Symposium  - Trade 
Show 

Aug  1994 

Toronto,  ON 

ED&T 

Steven  Leard 
427-1905 

American  Airlines 
Product  Fair 
Marketplace 

Aug  1994 

Chicago,  IL 

ED&T 

Allison  Mitton 
427-1905 

Wholesaler  Product 
Launches  - Ski 

Aug  - Oct 
1994 

Ontario,  Quebec, 
Midwest  NE 
U.S.A. 

ED&T 

Allison  Mitton 
427-1905 

Korea  World  Trade 

Fair  (KOFTA) 

Sept  13-16, 
1994 

Seoul,  Korea 

ED&T 

Dave  Corbett 
427-4809 

NOWA  Fam 

Sept  1994 

Pacific 

Northwest  & 
British  Columbia 

ED&T 

Donna  Waldorf 

Rita  Olmscheid 
427-4323 

Adventure  Tours 
U.S.A./Ski  Trade 
Promotion 

Sept  1994 

Dallas,  TX 

ED&T 

Stewart  MacDonald 
427-4809 

Southern  California 

Ski  Writers 

Association  Fair 

Sept  1994 

Los  Angeles,  CA 

ED&T 

Danna  Schmidt 
427-4809 

Spotlight  Canada 

Winter  Product 

Launch 

Sept  1994 

Denver,  CO 

ED&T 

Danna  Schmidt 
427-4809 

Inbound  Fam  Tour 
from  Hong  Kong 

Sept  1994 

Alberta 

ED&T 

Joe  So 

427-4809 

Thessaloniki 
International  Fair 

Sept  1994 

Greece 

ED&T 

Julius  Nemeth 
427-4809 

Spotlight  Canada 

Trade  Presentations 

Sept  1994 

Syracuse, 

Buffalo, 

Rochester  & 

New  York,  NY 

ED&T 

Orest  Warchola 
427-1905 

Incentive/End  User 

Fam  from  Caliform 

Sept  1994 

Alberta 

ED&T 

Danna  Schmidt 
427-4809 
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Canada’s  Winter 
Wonderland 

Sept  1994 

SW  U.S.A. 

ED&T 

Danna  Schmidt 
427-4809 

Media  Promotions  - 
Ski 

Sept  - Dec 
1994 

Ontario,  Quebec, 
Washington, 
Chicago,  IL 

ED&T 

Allison  Mitton 
427-1905 

Ski  Wholesaler 

Co-op  Promotions 

Sept  - Dec 
1994 

Ontario,  Quebec 
& Illinois 

ED&T 

Allison  Mitton 
427-1905 

KANATA  ’94 
Japan/Fall  Brand  Club 
Meeting 

Oct  3-7, 

1994 

Kansai  area, 

Japan 

ED&T 

Barry  Salter 
427-4809 

Discover  Canada 
Marketplace 

Oct  10-14, 
1994 

Seoul,  Korea 

ED&T 

Dave  Corbett 
427-4809 

Canada  Showcase 
Taiwan 

Oct  10-14, 
1994 

Taiwan 

ED&T 

Jay  Tam 

427-4809 

Alberta  Marketplace 

Oct  1994 

Calgary,  AB 

ED&T 

Drew  Hutton 
422-6236 

Outgoing  Mission  to 
develop  tourism 
projects 

Oct  1994 

Sweden,  Norway 
& Denmark 

ED&T 

Behrooz  Sadre- 
Hashemi 

427-4809 

Tourpraiso  ’94 

Oct  1994 

France 

ED&T 

Bob  Tunis 

427-4809 

Outgoing  Mission  to 
develop  tourism 
projects 

Oct  1994 

France 

ED&T 

Bob  Tunis 

427-4809 

Consumer  Ski  Shows 

Oct  1994 

United  Kingdom 

ED&T 

Joanne  Harvey 
427-4809 

GLAMER 

Marketplace 

Oct  1994 

Kansas  City,  MO 

ED&T 

Stewart  MacDonald 
427-4809 

GLAMER 

Marketplaces 

Oct  1994 

SW  U.S.A. 

ED&T 

Danna  Schmidt 
427-4809 

T.T.W.  Montreux 

Oct  1994 

Montreux, 

Switzerland 

ED&T 

Karin  Teubert 
422-9330 

Spotlight  Canada 

Trade  Presentations 

Oct  1994 

Pittsburgh,  PA 

ED&T 

Orest  Warchola 
427-1905 

Showcase  Canada 
Business  Travel 
Presentations 

Oct  1994 

Indianapolis,  IN 

ED&T 

Steven  Leard 
427-1905 

Spotlight  Canada 

Trade  Presentations 

Oct  1994 

Cleveland,  OH 

ED&T 

Allison  Mitton 
427-1905 
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Incentive  Travel  & 
Meetings  Exhibition 
(IT&ME)  Trade  Show 

Oct  1994 

Chicago,  IL 

ED&T 

Steven  Leard 
427-1905 

Gold  Cup  Promotion 
Association  Promotion 

Oct  1994 

Washington,  DC 

ED&T 

Steven  Leard 
427-1905 

Toronto  Ski  Show 

Oct  1994 

Toronto,  ON 

ED&T 

Allison  Mitton 
427-1905 

Ottawa  Ski  Show 

Oct  1994 

Ottawa,  ON 

ED&T 

Allison  Mitton 
427-1905 

Montreal  Ski  Show 

Oct  1994 

Montreal,  PQ 

ED&T 

Allison  Mitton 
427-1905 

Regional  Ski  Shows: 

- Vancouver  Ski 

Show 

- Spokane  Ski  Show 

- Portland  Ski  Show 

- Minneapolis  Ski 
Show 

- Seattle  Ski  Show 

Oct  1994 

Oct  1994 

Oct  1994 

Nov  1994 

Nov  1994 

British  Columbia 

Washington 

Oregon 

Minnesota 

Washington 

ED&T 

Arnold  Grandt 

Gayle  Pawlessa 
Shirley  Hauck 
Donna  Waldorf 

Rita  Olmscheid 
427-4323 

Snow  Report/ 
Promotions 

Oct  1994  - 
Mar  1995 

Western  Region 

ED&T 

Rita  Olmscheid 
427-4323 

Alberta  Seniors  Host 
Program 

Oct  1994  - 
Mar  1995 

Arizona, 

California  & 

Texas 

ED&T 

Danna  Schmidt 
427-4809 

NW  Airlines/MLT 
Vacation  cooperative 
marketing 

Oct  1994  - 
Jan  1995 

Minnesota 

ED&T 

Donna  Waldorf 
427-4323 

Holland  America  West 
Fam 

Fall  1994 

Washington  & 
Oregon 

ED&T 

Arnold  Grandt 
427-4323 

GLAMER  Show 
(Group  Leaders) 

Fall  1994 

Minnesota 

ED&T 

Shirley  Hauck 
427-4323 

Ski  Club  Presentations 

Fall  1994  - 
Spring  1995 

Washington,  DC 
Atlanta,  GA 
Miami,  FL 

ED&T 

Allison  Mitton 
427-1905 

Golf  Familiarization 
Tours 

Fall  1994  - 
Spring  1995 

Alberta 

ED&T 

Allison  Mitton 
427-1905 
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Society  of  Incentive 
Travel  Executives 
Conference  & Trade 
Show 

Nov  1994 

New  Zealand 

ED&T 

Ana  Baros 

427-1905 

Showcase  Canada 
Business  Travel 
Presentations 

Nov  1994 

New  York,  NY 
& Washington 

DC 

ED&T 

Steven  Leard 
427-1905 

Insurance  Convention 
Planners  Association 
Trade  Show 

Nov  1994 

Florida 

ED&T 

Steven  Leard 
427-1905 

Ontario  Motorcoach 
Association 

Marketplace 

Nov  1994 

Hamilton,  ON 

ED&T 

Orest  Warchola 
427-1905 

Chicago  Ski  Show 

Nov  1994 

Chicago,  IL 

ED&T 

Allison  Mitton 
427-1905 

Ski  Canada  Trade 
Presentations 

Nov  1994 

Washington,  DC 

ED&T 

Allison  Mitton 
427-1905 

National  Tour 
Association 

Marketplace 

Nov  1994 

Dallas,  TX 

ED&T 

Stewart  MacDonald 
427-4809 

Dallas  Morning  News 
Skifest:  consumer 
show 

Nov  1994 

Dallas,  TX 

ED&T 

Stewart  MacDonald 
427-4809 

Tourism  Sales  Mission 
& Education  Seminars 

Nov  1994 

Mexico  City, 
Guadalajara  & 
Monterrey, 

Mexico 

ED&T 

Frank  Parrotta 
427-4809 

Monterey  Travel  Show 
- Educational  seminars 
for  agents 

Nov  1994 

Monterey,  CA 

ED&T 

Danna  Schmidt 
427-4809 

Ski  Show 

Nov  1994 

San  Francisco, 

CA 

ED&T 

Danna  Schmidt 
427-4809 

World  Travel  Market 

Nov  1994 

London,  UK 

ED&T 

Joanne  Harvey 
427-4809 

Ski  Dazzle 

Nov  1994 

Los  Angeles,  CA 

ED&T 

Danna  Schmidt 
427-4809 

Golf  Group  ’94 

Nov  1994 

San  Francisco, 

Los  Angeles  & 
Orange  County, 
CA 

ED&T 

Danna  Schmidt 
427-4809 
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Cologne  Travel  Fair 

Nov  1994 

Cologne, 

Germany 

ED&T 

Karin  Teubert 
422-9330 

Media  Ski/Winter 
Activities  Fam 

Dec  1994 

Western  Region 

ED&T 

Shirley  Hauck 
427-4323 

Cathy  Gladwin 
427-4327 

New  York  Promotion 
Business  Travel 

Dec  1994 

New  York,  NY 

ED&T 

Steven  Leard 
427-1905 

CSAE  Holiday 
Showcase  Business 
Travel  Presentations 

Dec  1994 

Chicago,  IL 

ED&T 

Steven  Leard 
427-1905 

American  Bus 
Association 

Marketplace 

Dec  1994 

Fort  Lauderdale, 
FL 

ED&T 

Orest  Warchola 
427-1905 

United  States  Tour 
Operators  Association 
Conference 

Dec  1994 

Bermuda 

ED&T 

Ana  Baros 
427-1905 

World  Travel  Fair 

Dec  1994 

Tokyo, Japan 

ED&T 

Barry  Salter 
427-4809 

Canada’s  West 
Marketplace 

Dec  1994 

Banff,  AB 

ED&T 

Drew  Hutton 
422-6236 

Joanne  Harvey 
427-4809 

GLAMER-Group 
Leaders  of  America 

Dec  1994 

California 

ED&T 

Danna  Schmidt 
427-4809 

MPI  Pre  Conference 
Fams 

Dec  1994 

Alberta 

ED&T 

Danna  Schmidt 
427-4809 

MPI  Educational 
Conference 

Dec  1994 

Vancouver,  BC 

ED&T 

Danna  Schmidt 
427-4809 

Leipzig  Travel  Show 

Dec  1994 

Leipzig, 

Germany 

ED&T 

Karin  Teubert 
422-9330 

ASIMC  Ski  Promotion 

Dec  1994  - 
Feb  1995 

Manitoba, 
Saskatchewan  & 
Eastern  British 
Columbia 

ED&T 

Gayle  Pawlessa 
427-4323 

Winter  Ski  fam  from 
California 

Winter 

1994/95 

Alberta 

ED&T 

Danna  Schmidt 
427-4809 
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Alberta  Destination 
Marketplace 
(U.S. /Canada 

Incentive  Travel) 

Jan  1995 

Banff,  AB 

ED&T 

Drew  Hutton 
422-6236 

Professional 

Conference 

Management 

Association  Trade 

Show 

Jan  1995 

Atlanta,  GA 

ED&T 

Steven  Leard 
427-1905 

Adventure  Canada 

Trade  Presentations 

Jan  1995 

Washington,  DC 

ED&T 

Steven  Leard 
427-1905 

Corroboree/Canada 

Calls 

Jan  1995 

Australia/ 

New  Zealand 

ED&T 

Rabin  Mendis 
427-4809 

Incoming  Tour 
Operators  - Middle 

East 

Jan  1995 

Calgary  & 
Edmonton,  AB 

ED&T 

Vic  Hartfield 
427-4327 

Spotlight  Canada 

Trade  Presentations 

Jan  1995 

California 

ED&T 

Danna  Schmidt 
427-4809 

McAllen  International 
Travel  Show 

Jan  1995 

Texas 

ED&T 

Danna  Schmidt 
427-4809 

Dan  Dipert  Tours: 
Travel/  Consumer 
Product 

Jan  1995 

Little  Rock,  AR 
Houston  & San 
Antonio,  TX 
Arlington,  WV 

ED&T 

Stewart  MacDonald 
427-4809 

International 

Sportman’s  Expo 

Jan  1995 

Portland,  OR 

ED&T 

Arnold  Grandt 
427-4323 

Stuttgart  Travel  Show 
(CMT  Stuttgart) 

Jan  1995 

Stuttgart, 

Germany 

ED&T 

Karin  Teubert 
422-9330 

Vienna  Ferien 

Jan  1995 

Vienna,  Austria 

ED&T 

Karin  Teubert 
422-9330 

Berne  Consumer  Show 

Jan  1995 

Berne, 

Switzerland 

ED&T 

Karin  Teubert 
422-9330 

Utrecht  Travel  Show 

Jan  1995 

Netherlands 

ED&T 

Joanne  Harvey 
427-4809 
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Partners  in  Promotion: 

- Seattle 

- Minneapolis 

- Vancouver 

- Montana 

- BC  Interior 

- Winnipeg 

- Spokane 

- Boise 

Jan  1995 

Feb  1995 

Mar  1995 
Mar  1995 
Mar  1995 
Mar  1995 
Mar  1995 
Mar  1995 

Seattle,  WA 
Minneapolis, 

MN 

Vancouver,  BC 
Montana 

BC  Interior 
Winnipeg,  MN 
Spokane,  WA 
Boise,  ID 

ED&T 

Donna  Waldorf 
427-4323 

Ski  Media  Blitz 

Jan  - Feb 
1995 

Pacific 

Northwest, 
Saskatchewan, 
Manitoba  & 
Eastern  British 
Columbia 

ED&T 

Shirley  Hauck 
427-4323 

All  Canada  Product 
Launch  Leisure  Travel 
Presentations 

Jan  - Feb 
1995 

Chicago,  IL 

ED&T 

Orest  Warchola 
427-1905 

Familiarization  Tours 
- Ski 

Jan  - Mar 
1995 

Eastern  Region 

ED&T 

Allison  Mitton 
427-1905 

Spotlight  Canada 

Trade  Presentations 

Feb  1995 

Chicago,  IL 

ED&T 

Orest  Warchola 
427-1905 

Spotlight  Canada 

Trade  Presentations 

Feb  1995 

Florida  & 

Carol  inas 

ED&T 

Allison  Mitton 
427-1905 

Showcase  Canada 
Business  Travel 
Presentations 

Feb  1995 

Buffalo,  NY  & 
Chicago,  IL 

ED&T 

Steven  Leard 
427-1905 

Adventure  Canada 

Trade  Presentations 

Feb  1995 

Detroit,  MI 

ED&T 

Steven  Leard 
427-1905 

International 

Adventure  Show 

Feb  1995 

Chicago,  IL 

ED&T 

Steven  Leard 
427-1905 

Media  Relations 
Campaign  - Golf 

Feb  1995 

Eastern  Region 

ED&T 

Allison  Mitton 
427-1905 

Golf  Direct  Mail 
Campaign 

Feb  1995 

Eastern  Region 

ED&T 

Allison  Mitton 
427-1905 

International 
Sportsman’s  Expo 

Feb  1995 

Seattle,  WA 

ED&T 

Arnold  Grandt 
427-4323 

Experience  Canada 
’95 

Feb  1995 

Seoul  & Pusan 

ED&T 

Dave  Corbett 
427-4809 
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Air  Canada  Product 
Launches 

Feb  1995 

United  Kingdom 

ED&T 

Joanne  Harvey 
427-4809 

Spotlight  Canada 

Feb  1995 

Dallas,  Fort 

Worth,  Houston 
& San  Antonio, 

TX 

ED&T 

Stewart  MacDonald 
427-4809 

Orange  Country 

Register  Travel  Show 

Feb  1995 

Los  Angeles,  CA 

ED&T 

Danna  Schmidt 
427-4809 

Dallas  Morning  News 
Golf  & Resort  Show 

Feb  1995 

Dallas,  TX 

ED&T 

Stewart  MacDonald 
427-4809 

World  Travel  Show 

Feb  1995 

Phoenix,  AZ 

ED&T 

Danna  Schmidt 
427-4809 

Travel  Show 

Feb  1995 

Tucson,  AZ 

ED&T 

Danna  Schmidt 
427-4809 

Munich  Travel  Show 
(CBR  Munich) 

Feb  1995 

Munich, 

Germany 

ED&T 

Karin  Teubert 
422-9330 

B.l.T.  Milan  Travel 
Trade  Show 

Feb  1995 

Milan,  Italy 

ED&T 

Karin  Teubert 
422-9330 

TURF  Salzburg 

Feb  1995 

Salzburg,  Austria 

ED&T 

Karin  Teubert 
422-9330 

Fitur  ’95 

Feb  1995 

Spain 

ED&T 

Julius  Nemeth 
427-4809 

Canadian  Adventure 
Travel  & Outdoor 
Recreation 

Marketplace 

Mar  1995 

Boston,  MA 

ED&T 

Steven  Leard 
427-1905 

The  Skee  (Association 
of  Ski  Marketing) 

Mar  1995 

Alberta 

ED&T 

Steven  Leard 
427-1905 

Toronto  Sportmen’s 
Show 

Mar  1995 

Toronto,  ON 

ED&T 

Steven  Leard 
427-1905 

Spotlight  Canada 

Travel  Trade 
Presentations 

Mar  1995 

Syracuse, 

Buffalo, 

Rochester  & 

New  York,  NY 

ED&T 

Orest  Warchola 
427-1905 

Spotlight  Canada 

Travel  Trade 
Presentations 

Mar  1995 

Chicago,  IL, 
Milwaukee,  WI, 
Detroit,  MI  & 
Cleveland,  OH 

ED&T 

Allison  Mitton 
427-1905 
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Spotlight  Canada 

Mar  1995 

Washington  & 
Oregon 

ED&T 

Shirley  Hauck 
427-4323 

Spotlight  Canada 

Mar  1995 

Minneapolis, 

MN 

ED&T 

Rita  Olmscheid 
427-4323 

Showcase  Canada 
Business  Travel 
Presentations 

Mar  1995 

Detroit,  MI 

ED&T 

Steven  Leard 
427-1905 

Showcase  Canada 

Mar  1995 

Washington  & 
Oregon 

ED&T 

Arnold  Grandt 
427-4323 

Northwest  Sports 

Show 

Mar  1995 

Minnesota 

ED&T 

Shirley  Hauck 
427-4323 

American  Airlines 
Vacation  Supermarket 

Mar  1995 

Dallas,  TX 

ED&T 

Stewart  MacDonald 
427-4809 

Greater  Houston  Golf 
& Resort  Show 

Mar  1995 

Houston,  TX 

ED&T 

Stewart  MacDonald 
427-4809 

GLAMER 

Marketplace 

Mar  1995 

San  Antonio, 
Houston  & 

Dallas,  TX 

ED&T 

Stewart  MacDonald 
427-4809 

Showcase  Canada 

Mar  1995 

Los  Angeles  & 

San  Francisco, 

CA 

ED&T 

Danna  Schmidt 
427-4809 

San  Francisco 

Chronicle  - Great 
Outdoors  Adventure 
Show 

Mar  1995 

San  Francisco, 

CA 

ED&T 

Danna  Schmidt 
427-4809 

Spotlight  Canada 

Mar  1995 

Denver,  CO 

ED&T 

Danna  Schmidt 
427-4809 

Scandinavian  Travel 
Seminar 

Mar  1995 

Sweden 

ED&T 

Behrooz  Sadre- 
Hashemi 

427-4809 

Canada  Sales  Mission 

Mar  1995 

United  Kingdom 

ED&T 

Joanne  Harvey 
427-4809 

I.T.B.  Berlin 

Mar  1995 

Berlin,  Germany 

ED&T 

Karin  Teubert 
422-9330 

Showcase  Canada 
Business  Travel 
Presentations 

Apr  1995 

Atlanta,  GA, 
Raleigh,  NC, 
Pittsburgh,  PA  & 
Cincinnati,  OH 

ED&T 

Steven  Leard 
427-1905 
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Spotlight  Canada 

Travel  Trade 
Presentations 

Apr  1995 

Pittsburgh,  PA 

ED&T 

Orest  Warchola 
427-1905 

Adventure  Canada 
Travel  Trade 
Presentations 

Apr  1995 

Chicago,  IL 

ED&T 

Steven  Leard 
427-1905 

Pacific  Asia  Travel 
Association  (PAT A) 

Apr  1995 

Australia 

ED&T 

Rabin  Mendis 
427-4809 

Wholesaler 

Cooperative  Marketing 
Opportunities 

Apr  1995  - 
Mar  1996 

Europe 

ED&T 

Joanne  Harvey 
427-4809 

Rendezvous  Canada 

May  1995 

Halifax,  NS 

ED&T 

Joanne  Harvey 
427-4809 

Annual  Sales  Mission 
’95 

May  - June 
1995 

Taiwan 

ED&T 

Jay  Tam 
427-4809 

Sales  Mission  to 
Japan/Spring  Brand 

Club  Meeting 

May  - June 
1995 

Tokyo,  Nagoya, 
Osaka  & Sapporo 

ED&T 

Barry  Salter 
427-4809 

Melbourne  & Sydney 
Travel  Fairs 

June  1995 

Melbourne  & 
Sydney 

ED&T 

Rabin  Mendis 
427-4809 

Hansa  Golf 

June  1995 

Hamburg, 

Germany 

ED&T 

Karin  Teubert 
422-9330 

KANATA  ’95/Japan 

Fall  Brand  Club 

Meeting 

Sept  - Oct 
1995 

Japan 

ED&T 

Barry  Salter 
427-4809 

Discover 

Canada/Showcase 

Canada 

Sept  - Oct 
1995 

Seoul,  Korea  & 
Taiwan 

ED&T 

Dave  Corbett 
427-4809 

Consumer  Ski  Shows 

Oct  1995 

United  Kingdom 

ED&T 

Joanne  Harvey 
427-4809 

Outgoing  Mission  to 
develop  tourism 
projects 

Oct  1995 

Sweden,  Norway 
& Denmark 

ED&T 

Behrooz  Sadre- 

Hashemi 

427-4809 

T.T.W.  Montreux 

Oct  1995 

Montreux, 

Switzerland 

ED&T 

Karin  Teubert 
422-9330 

Cologne  Travel  Fair 

Nov  1995 

Cologne, 

Germany 

ED&T 

Karin  Teubert 
422-9330 

World  Travel  Market 

Nov  1995 

London,  England 

ED&T 

Joanne  Harvey 
427-4809 
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Atelier  Canada 

Nov  1995 

France 

ED&T 

Bob  Tunis 
427-4809 

Leipzig  Travel  Show 

Dec  1995 

Leipzig, 

Germany 

ED&T 

Karin  Teubert 
422-9330 

Canada’s  West 
Marketplace 

Dec  1995 

Alberta 

ED&T 

Joanne  Harvey 
427-4809 

Japan  Association  of 
Travel  Agents  (JATA) 

Dec  1995 

Tokyo,  Japan 

ED&T 

Barry  Salter 
427-4809 

Taiwan  International 
Travel  Fair 

Dec  1995 

Taipei 

ED&T 

Jay  Tam 
427-4809 

Media  Tour  Program 

Ongoing 

• Western 

Europe 

ED&T 

Joanne  Harvey 
427-4809 

• Germany, 
Austria, 
Switzerland  & 
Italy 

Karin  Teubert 
422-9330 

Product  Development 
Tours 

Ongoing 

• Western 

Europe 

ED&T 

Joanne  Harvey 
427-4809 

• Germany, 
Austria, 
Switzerland  & 
Italy 

Karin  Teubert 
422-9330 

Site  Inspections 
Association  Market 

Year  Round 

Alberta 

ED&T 

Steven  Leard 
427-1905 

Familiarization  Tours 
Leisure  Travel/  Travel 

Year  Round 

Alberta 

ED&T 

Orest  Warchola 
427-1905 

Trade 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact 

the  individual  identified. 
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* Alberta  companies  supplying  specialty  vehicles  to 
the  oil  and  gas  and  mining  industries  have  been 
successful  in  exporting  to  emerging  international 
markets  such  as  the  Former  Soviet  Union,  China, 
the  Middle  East  and  Africa  and  prospects  for 
continued  export  growth  are  promising. 

* Alberta  firms  manufacturing  specialized 

transportation  equipment  for  the  forest  industry, 
particularly  logging  equipment,  have  been  very 
busy  meeting  demand  in  Alberta,  but  have  also 
identified  British  Columbia,  Washington,  and 
Oregon  as  the  respective  priority  markets  for 
their  equipment. 

* Alberta’s  trucking  industry  serves  a 

predominantly  local  (i.e.  within  Alberta)  market. 
Their  main  concern  is  with  regulatory  hurdles  in 
transporting  goods  to  other  provinces  and  states 
and  the  industry  seeks  government  assistance  in 
removing  them. 


International  Overview 

The  Canadian  transportation  services  industry  is 
broken  into  four  distinct  modes:  air,  rail,  truck,  and 
bus. 

Transportation  equipment  is  a broad  category  that 
covers  the  "traditional"  transportation  modes  of  air, 
rail,  truck  and  bus,  together  with  the  manufacture  of 
automobiles  and  auto  parts.  It  also  includes  the 
manufacture  of  specialized  transportation  equipment 
for  industries  such  as  mining,  forestry,  oil  and  gas, 
and  agriculture.  Transportation  services  are  also 
considered  within  the  four  "traditional" 
transportation  modes. 

The  Canadian  transportation  equipment  industry  is 
large  with  total  production  valued  at  approximately 
$54  billion  in  1992.  A significant  proportion  of  that 
amount  is  accounted  for  by  the  production  of 
automobiles  and  auto  parts. 

Canada’s  airline  industry  has  grown  rapidly, 


although  the  recent  worldwide  economic  recession 
has  affected  this  industry  more  than  any  other 
transportation  mode.  Canada’s  two  major  airlines, 
Canadian  Airlines  International  and  Air  Canada,  are 
facing  difficulties.  Total  revenue  for  Canada’s 
scheduled  airlines  was  $5.9  billion  in  1991,  while 
Canada’s  chartered  airlines  generated  an  additional 
$1.4  billion.  Total  revenue  for  Canadian  Airlines 
International,  which  is  headquartered  in  Calgary 
(with  many  of  its  operations  centralized  in 
Vancouver),  was  $2.8  billion  in  1991  and,  in  that 
same  year,  revenue  for  Alberta-based  charter 
companies  was  $164  million.  It  is  not  possible  to 
determine  how  much  of  the  total  revenue  from 
Alberta-based  air  carriers  is  out-of-province  export 
revenue. 

The  value  of  services  generated  by  Canada’s  two 
large  national  rail  carriers,  Canadian  National  and 
Canadian  Pacific,  in  1991  was  $7.2  billion. 
Approximately  $1.1  billion  of  that  total  was 
generated  by  the  shipment  of  primary  and 
manufactured  products  originating  in  Alberta. 
Slightly  over  $650  million  of  the  Alberta  total  is 
accounted  for  by  products  moved  outside  of  Alberta. 

The  total  value  of  services  provided  by  the  trucking 
industry  in  Canada  (for-hire  trucking)  was 
approximately  $8.3  billion  in  1990,  while  Alberta- 
domiciled  truckers  generated  $1.1  billion  in 
revenues. 

Total  revenue  for  scheduled  intercity  passenger  buses 
in  Canada  was  $404  million  in  1990,  while  charter 
buses  generated  $165  million  in  revenue.  Virtually 
all  scheduled  and  charter  bus  revenues  are  generated 
within  Canada,  with  less  than  2%  of  revenue 
accounted  for  by  buses  destined  to  the  United  States. 


Alberta  Position 

Alberta’s  transportation  equipment  industry 
represents  a small  portion  of  the  Canadian  industry, 
with  total  production  valued  at  just  over  $313 
million  in  1992.  The  majority  of  Alberta’s 
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transportation  equipment  manufacturers  service  local 
or  domestic  (i.e.  within  Alberta)  niche  markets;  and 
are  facing  increased  competition,  particularly  from 
competitors  in  the  U.S.  that  are  extending  their 
market  into  Canada. 

Alberta  has  one  rail  carrier,  Central  Western 
Railroad,  that  provides  local  grain  handling  and 
tourism  services  in  Central  Alberta.  The  two 
national  rail  carriers  (Canadian  National  and 
Canadian  Pacific)  are  not  domiciled  in  Alberta,  but 
account  for  almost  all  the  rail  service  provided  in  the 
province. 

The  value  of  out-of-province  export  services 
generated  by  the  Alberta  trucking  industry  is  fairly 
small  and  reliable  data  do  not  exist.  The  markets 
served  by  Alberta’s  truckers  are  predominantly  local 
(within  Alberta),  followed  by  the  rest  of  Canada, 
and  the  U.S. 

Data  are  not  available  for  the  amount  of  revenue 
generated  by  Alberta-based  motorcoach  companies 
carrying  travellers  out  of  the  province.  Generally, 
most  of  the  revenue  is  generated  from  carrying 
passengers  within  Alberta. 

The  segment  of  Alberta’s  transportation  equipment 
industry  that  manufactures  equipment  for  the 
"traditional"  transportation  modes  is  focused 
primarily  on  servicing  the  Alberta  market.  Alberta- 
based  companies  that  manufacture  equipment  used 
by  for-hire  carriers  serve  local  niche  markets.  The 
future  of  this  segment  of  the  industry  lies  in  the 
strength  of  the  transportation  modes  they  serve. 
These  companies  are  facing  increased  competition  in 
the  local  market  from  U.S.  competitors  that  have 
extended  their  markets  into  Canada  as  a result  of  the 
Canada/U.S.  Free  Trade  Agreement. 

Alberta  has  a number  of  transportation  equipment 
manufacturers  that  do  not  supply  the  "traditional" 
transportation  modes,  but  manufacture  specialty 
vehicles  for  a variety  of  industries.  The  success  of 
these  companies  is  also  tied  to  the  strength  of  the 
markets  they  serve. 

Alberta  companies  supplying  specialty  vehicles  to  the 
oil  and  gas,  and  mining  industries  have  been 
successful  in  exporting  to  emerging  international 


markets  such  as  the  Former  Soviet  Union,  China, 
the  Middle  East  and  Africa  and  prospects  for 
continued  export  growth  are  good.  Markets  for 
mining-related  transportation  equipment  are  in  a 
relative  state  of  decline  in  Canada  and  the  U.S.,  but 
are  promising  in  Mexico,  Africa  and  South  America. 

Alberta  firms  manufacturing  specialized 
transportation  equipment  for  the  forest  industry, 
particularly  logging  equipment,  have  been  very  busy 
over  the  past  few  years.  The  domestic  demand  has 
been  particularly  spurred  by  the  major  development 
of  Alberta’s  forest  resources.  Alberta  manufacturers 
have  identified  British  Columbia,  Washington, 
Oregon  and  other  states  as  the  priority  markets  for 
their  specialized  equipment.  Very  few  have 
exported  or  are  interested  in  developing  off-shore 
(i.e.  Northern  Europe/Scandinavia  or  Asia)  markets 
at  this  time. 

Alberta  manufacturers  of  transportation  equipment 
for  the  agricultural  industry  are  primarily  focused  on 
supplying  the  dryland  farm  operations  in  Western 
Canada  and  Northern  U.S.  Potential  exists  for 
increased  sales  in  these  traditional  markets  as 
farmers  replace  aging  equipment.  Potential  also 
exists  in  more  southern  U.S.  states  such  as  Kansas 
and  Texas  and  in  emerging  markets  such  as  Ukraine. 

There  are  several  companies  in  Alberta  that  export 
after-market  automotive  parts.  These  companies 
have  identified  Western  Canada  as  their  priority 
market,  followed  by  Eastern  Canada  and  the  U.S. 
The  U.S.  itself  represents  a huge  potential  market, 
but  is  extremely  competitive.  Some  Alberta 
companies  export  automotive  after-market  parts  to 
markets  such  as  Australia  where  they  have  identified 
market  niches  rather  than  attempting  to  export  to  the 
ultra-competitive  U.S.  market. 

As  noted  previously,  major  national  companies  such 
as  Canadian  National  and  Canadian  Pacific  railways 
and  Air  Canada  provide  much  of  the  passenger  and 
freight  transportation  service  in  Alberta.  Most  of 
the  issues  concerning  costs  of  taxation  (affecting 
competitiveness  of  the  industry)  and  access  to  new 
markets  (i.e.  air  bilaterals)  fall  under  federal 
jurisdiction  and  must  ultimately  be  resolved  by  the 
federal  government. 
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A concern  of  both  Air  Canada  and  Canadian  Airlines 
International  is  fuel  taxes,  especially  relative  to  the 
taxation  of  international  flights  to/from  Alberta.  In 
other  countries,  such  as  the  U.S.,  international 
flights  are  generally  not  assessed  fuel  taxes. 

Alberta’s  trucking  industry’s  main  concern  is  with 
regulatory  hurdles  in  transporting  goods  to  other 
provinces  and  states  and  the  industry  seeks 
government  assistance  in  removing  them. 

Reciprocity  agreements  between  Alberta  and  most  of 
the  mainland  U.S.  allow  Alberta  truckers  to 
transport  goods  into  and  out  of  these  states  and 
permits  the  same  access  to  truckers  from  those  states 
into  Alberta.  This  gives  Alberta  truckers  better 
access  than  those  in  other  provinces.  Greater 
hurdles  exist  in  moving  goods  between  provinces 
than  across  state  lines  because  of  existing 
interprovincial  barriers.  It  is  generally  agreed  that 
the  main  role  for  government  in  the  trucking 
industry  is  to  remove  existing  barriers. 

The  trucking  industry  is  very  competitive  at  present 
with  low  profit  margins.  The  main  competition  for 
out-of-province  transport  of  goods  is  with  the 
railways  and  U.S.  truckers. 


• The  government  will  work  with  industry  to 
identify  barriers  to  interprovincial  and 
international  trade  and  support  efforts  to  remove 
them. 


Strategic  Direction  and  Priorities 

Priority  markets  vary  by  specific  sub-sectors  and  are 
noted  in  the  Alberta  Position  section. 

Objectives  and  the  strategic  directions  to  develop 
export  markets  for  specialized  transportation 
equipment  will  be  determined  in  conjunction  with  the 
respective  industry  sectors. 

• Transportation  services  are  a derived  demand.  If 
there  is  a product  (e.g.  lumber,  paper,  wheat, 
livestock)  that  needs  to  be  transported, 
transportation  service  firms  (truck,  rail,  and 
sometimes  air)  will  compete  to  move  the  product. 
The  government  will  encourage  the  development 
of  new  industry  within  the  province  or  the 
development  of  new  markets  for  existing  industry, 
which  will  help  benefit  this  sector. 
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Activity  Plans 


Activity /Event 

Date 

Location 

Department 

Contact 

Railway  Supply  Associates 

Sept  18-21, 
1994 

Chicago,  IL 

Economic 
Development  & 
Tourism  (ED&T) 

Matt  Collins 
427-1905 

Autofact 

Nov  15-17, 
1994 

Detroit,  MI 

ED&T 

Matt  Collins 
427-1905 

Specialty  Equipment  (SEMA) 

Nov  1994 

Las  Vegas, 

NV 

ED&T 

Frank  Parrotta 
427-4809 

Note:  The  Alberta  government  may  not  participate  in  all  activities  noted.  For  more  information,  contact  the 
individual  identified. 
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For  additional  copies  or 
further  information,  contact: 

Alberta  Economic  Development  & Tourism 

Tourism,  Trade  & Investment  Division 

Division  Services  Branch 

4th  Floor,  Commerce  Place 

10155  - 102  Street 

Edmonton,  Alberta 

T5J  4L6 

Telephone:  (403)  422-6236 
Fax:  (403)  422-9127 


National  Library  of  Canada 
|Bib|liotheque  nationale  du  Canada 


3 3286  50549  7590 


/dlbcria 

GOVERNMENT  OF  ALBERTA 


